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Ppeserve the Cherished Memertes of 


BAPTISM « FIRST COMMUNION + CONFIRMATION 


3 NEW Gibson books 


Welcome additions to the Catholic 
Gift Book market. In radiant 
full color, with inspirational 
illustrations and stirring text, 
they reflect the solemnity and 
significance of these momentous 
religious occasions. 24 fine vellum 
pages with separate sections 
in ‘Remembrance of for gifts, cards, guests, and 

i photographs. These 3 books are 
available in four different 
bindings: flexible board, hard- 
bound imitation leather, padded 
simulated leather and rayon moire, 
individually gift boxed. 





first ‘Holy Communion 


IMPRIMATUR: 

Henry J. O’Brien, D.D., 
Archbishop of Hartford 

Price range: $1.00 to $2.50 each. 


Also available... 
Catholic Wedding and Baby Books. 


(ZZ Ceb501 ws comPANY [eG 


PUBLISHERS « NORWALK, CONNECTICUT 
Fine Albums since 1872 * New York Showroom; 225 Fifth Ave. 





- - - for more details circle 124 on last page 


iy. — a ih 


—_—SlC tC] 


olic 


1S 


lum 


ed 
dire, 


0ks. 


st page 


Eaton’s Spring Grap 
CREATES 


NEW 

OPEN STOCK 
CUSTOMERS 
FOR YOU 





among 


I2 MILLION 


ae 





gee. 


hology Promotion 


the faton % 


Open Sto & Lette Paper 


that suits your personality! 








What type are you? Fir, 


f out! 


EATON'S 
S 








Women’s Magazine Readers 


Eaton’s Spring gift to fine Stationery Departments ... thousands 
of new “bought-and-paid-for” Eaton Open Stock users, your future 
steady repeat customers. ¢ ¢ These new Open Stock customers will 
be created by a most unusual sampling offer to appear in the 
February issue of Ladies’ Home Journal and Glamour for March 
(see ad above). Thousands of 


Direct this new pre-sold business to YOUR Stationery Department 
by using the free Open Stock mats and radio commercials 
in your local newspaper and radio advertising. « © To get your 
full share of these additional Open Stock profits, tie-in with Eaton’s 
early Open Stock promotion and follow through all year ‘round. 





readers will be sent a sample 
supply in the color range of 
their “personality-perfect” 
paper, as revealed by Graphol- 
ogist Dorothy Sara’s analysis of 


TIE-IN FOR NEW 
FREE! Eaton's 


Newspaper Mat Servic 





Like the customers you have 
now, these new customers 
will come back again and 
again for matching supplies of 
their personality-perfect Eaton 
Open Stock Paper! e e 


CUSTOMERS 
Open Stock 
e © Radio Scripts 








their own hand-writing. Each 
sample clearly directs the recipient to her favorite Stationery 
Department to buy matching paper and envelopes. These new cus- 
tomers will come to you, asking for a specific Eaton Open Stock 
Paper...when you tell them your store is ready to serve their needs! 





DWAGKe)y 


EATON PAPER CORPORATION ¢ 
Showrooms: NEW YORK, 475 Fifth Avenue 


Back up your Open Stock 
selection with always-available stock to be sure you make every 
sale that Eaton has created for you. Remember, every new 
Open Stock customer you sell this Spring means expanded 
stationery profits for your Department, year after year! 





Fine Letter Papers ] 





PITTSFIELD, MASSACHUSETTS 
e CHICAGO, 6 North Michigan Avenue 
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Above is the Dazor Swing-Arm Air-Cooled 
Incandescent Model 1098 which adjusts hor- 
izontally and vertically to shield the eyes and 
regulate light location. The standard finish 
is frost-green baked enamel over bonderizing, 
combined with brass. Optional colors at no 
extra charge are frost-tan, statuary - bronze, 
gray or ebony. 


The Dazor Fluorescent Model 2002 at right 
has a pivoting reflector. Its flat base takes up 
very little desk space. The standard finish is 
frost- green baked enamel over bonderizing, 
combined with colonial white. Optional 
colors are frost-tan, statuary-bronze, gray 
or ebony. 

















The Dazors directly above are Table Model 
1055 and Swing -Arm Pedestal Model 1086. 
Each is a distinctive lamp in its own right. 
Used with matching Desk Model 1098, the 
restful indirect lighting of all three adds to 
the hospitable atmosphere of the carefully 
planned office. Color options are the same 
in these three models. 


Be the first to show these 


2 NEW 
DAZOR Desk Lamps 


Full Office Coverage for Dealers 


The variety in today’s expanded Dazor line is well illustrated bj 
the two new models above. Although dissimilar and in differen| 
price categories, both lamps provide functional lighting and hand 
some styling. The Swing-Arm model on the man’s desk is an Ain 
Cooled Incandescent. Its arm swings freely in a horizontal plane anq 
also slides vertically up or down the center post. The lamp on thj 
desk above is a Twin-Arm Fluorescent. Its arms thrust the long two 
tube reflector forward over the working area. The reflector pivoy 
on the arms. 


Companion Models for Multiple Sales 


The trend to decorative lighting in the executive office or suit| 
prepares prospects for your suggestion of matched lamps. With thi 
Swing-Arm Desk Model, for example, you can supply the Tabli 
and Floor Lamps pictured at left. Flexible-Arm and Floating-Arn 
Dazors are also designed for harmonious combinations. Ask you} 
Authorized Dazor Distributor for details. If you need his name, writ 
to Dazor Manufacturing Corp., 4481-99 Duncan Avenue, St. road 
10, Missouri. In Canada address Amalgamated Electric Corporatio§ 
Ltd., Toronto 6, Ontario. 


ONLY QUALITY FIXTURES COME FROM 
THE MAKERS OF 


DAZoR FLOATING ‘AMPs 


Fis oR £54: 208 7 and INCANDESCEN 
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DEAR READER: 


Declining profit ratios have been 
much in the news recently in a number 
of fields. The stationery and office 
equipment field is no exception. 

The past year brought many re- 
ports of record sales accompanied 
by a smaller percentage of profit. For 
some retailers and manufacturers alike, 
it's become a case of running faster 
and faster just to stay where they are. 

One solution to this problem is 
discussed this month by Don Frey 
in h’s column “As I See It” on page 
55. He tells the advantages of fast 
turnover, achieved through better in- 
ventory control. It is a subject that 
should interest every dealer and we 
hope to return to it in future issues. 

The column mentions better use 
of service wholesalers in maintaining 
a manageable and profitable inven- 
tory. This is how Mr. Frey starts 
his discussion of the prob!em: 

“Dealers are learning that faster 
turnover is the key to increased prof- 
its. Increased sales do not necessarily 
mean increased profits, nor does buy- 
ing direct from manufacturers at 
quantity discounts necessarily bring 
bigger profits. In fact, profits can 
decline in the face of increased sales 
volume and such quantity purchases. 
At the recent NSOEA Management 
Seminar, dealers were told that faster 
turnover is the key to improving the 
deplorably low profit situation in the 
stationery industry.” 

High turnover in ballpoint pens for 
many years to come is the prediction 
implied in the feature on page 16. 
The article is a gold mine of tips 
and ideas for the retailer who wants 
to help make this prediction come 
true. 

The “soft sell” theory of the adver- 
tising agencies is adapted for sales 
people in another of this month's 
features, Dr. Lapp writes of “‘silent 
selling,” a technique that may work 
when all else fails to influence a pros- 
pect who has become immune to the 
blatancy of much modern selling. 

With this first issue of the new 
year, we would like to extend our best 
wishes to all of you for a happy and 
prosperous 1958. 
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COVER PHOTO: Offices, both large and small, 


are taking on new importance in the thinking 
doc! of American business and industrial mana- 
ST 1% ° ° ° ° Sel 
= = gers. This installation is at the El Paso Nat!- 
ural Gas Co. in Texas. (Photo courtesy of 


Security Steel Equipment Corp.) 
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HERE’S THE COMPLETE GIFT MARKHT'! 


LARGER BY FAR than any trade show in the 
gift field, the New York Gift Show is a traditional 
meeting place for progressive buyers. Here 

youll find the greatest range of selected giftwares 
from this and 30 foreign countries. Arrayed for 
your comprehensive selection are 822 attractive 
exhibits. Shop the entire market in one efficient trip 
and still have enough time left over to enjoy the 
theatres, night life and numerous attractions of gay, 


glamorous New York. 


Sponsored by the National Gift and Art Association, Inc. 
Directed by George F. Little Management * 220 Fifth Ave., New York 1, N. Y. 
- = = for more details circle 137 on last page 
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MODERN STATIONER AND 
OFFICE EQUIPMENT DEALER 
Washington, D. C. 
December 15, 1957 


Another one-year extension of existing tax rates in the corporate and 
excise fields is assured as a result of a reluctant Administration decision 
that defense spending will make necessary continued high taxes. 





Last year Congress voted an extension to June 30, 1958, three months 
longer than the usual extension to April 1, with the hopeful idea that the 
budget picture then would permit automatic expiration of the higher rates. 


Defense developments also have almost knocked out any idea of indi- 
vidual tax cuts, although there are a few members on the tax-writing House 
Ways and Means Committee who still favor reductions as a boost to the econo- 
my. 


Despite the probability that the Ways and Means Committee won't even 
consider proposals to ease taxes on small businesses, the House Small Business 
Committee is drafting legislation which would greatly ease the tax burden on 
smaller firms. After a series of hearings on small business problems, the 
committee voted to back tax legislation which would: 








(1) Permit payment of the estate tax in installments as recom- 
mended by the President's cabinet committee on small business. 
(2) Allow complete deduction for amounts spent in modern- 
izing and expanding small businesses. 

(3) Encourage investments in small businesses by allowing 
complete tax deductions for any losses. 

(4) Give small business corporations the option of being 
taxed as proprietors. 


Dissatisfied with results achieved by the Small Business Administration 
loan program, the committee also is trying to find ways to aid small firms 
in obtaining credit. One idea being mulled over is to set up development 
banks to provide credit with some sort of a federal guaranty that loans 
would be repaid. 


The Administration still hopes to avoid a red-ink budget in fiscal 
1959, despite general intentions to add another $2 billion to the military 
budget for missiles and related weapons. However, cuts in non-defense 
activities will have to be sharp in order to avoid a deficit and Congress 
usually finds it difficult to reduce expenditures in an election year. 





A balanced budget for the current fiscal year, which expires next 
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Expanding? Remodeling? Want More Profits? Here are the facts: 


BULMAN COSTS LESS! 


LOWER INITIAL COST 


“It costs no more to get the best” High volume production and sales 
the equivalent of 5 complete stores daily keep the price of Bulman steel 
equipment as low or lower than any other. 


No tricks‘ or special 4 ) LOWER MAINTENANCE COST 


e “Your investment lasts you longer” Beautiful styled steel construction 
qualification to this ae will outlast all others. Colorful baked-enamel finish gives double “mile- 


statement. Bulman * . age” plus clean attractive look. 
costs less, earns LOW-DOWN-PAYMENT FINANCING 


“Pay for Bulman with increased profits” You can finance your Bulman 
more in every way. eal equipment right through the factory to get the lowest and fairest 


iat Denk ot th - e possible terms. 
ust 1OOK a e recora 
FACTORY GUARANTEED SATISFACTION 
“Bulman stands behind every store plan” Bulman not only costs less, 
but you know you're getting all the quality and performance you paid 
for because Bulman guarantees your installation will be right in 
every way. 


PLUS: 


Store engineering No one else can match the Bulman engineer’s background of proved 


experience. He helps you with location, floor plan arrangement, lighting, 
and Merchandising color styling, stocking and the “do’s and don’t’s” of merchandising he 


KNOW-HOW that ye already knows will pay off for you. 
% 2 © . C , . . 7 
money can't buy Bulman installations produce an average 31.2% increase in volume. 


Over 30,000 Bulman installations are already paying off. 


. This national sales increase of Bulman equipped and engineered stores 
anywhere else. *), include small independents, large chains— proves in cold cash that 
Bulman stores are more successful. 


BULMAN ENGINEERS PROVIDE RESPONSIBLE SUPERVISION AND 
FOLLOW-THRU ... GIVE DEPENDABLE DELIVERY, FAST INSTALLATION 


Bulman stores are planned right . . . cost less . . 
and earn more profit for you. 


For proof just ask the stores 
using Bulman now. 


Martyr & Shine Office Supply, Sacramento, California 

Harper Brothers, Inc., Greenville, South Carolina 

Scott Book & Stationery Co., Asheboro, North Carolina 

Ritters Office Supply, Mansfield, Ohio 

Norwalk Stationery, Norwalk, Connecticut 

Acme Office Supply, Traverse City, Michigan 

Iama Stationers, Chicago, Illinois 

Lincoln Office Outfitters, Waterloo, Iowa 

Shaw Office Supply, Abilene, Texas ; 
Otto Ulbrich, Buffalo, New York 

Don’s Stationery, Globe, Arizona ” Scott Book & Sistlenniy Co., Asheboro, North Carolina 


Write or call: THE uman CORPORATION 


GRAND RAPIDS 2, MICHIGAN 
World Leader in Steel Self-Selection Equipment 
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A stationery with — special 
appeal to the men 
relli's “Snuff Box” has been 
introduced by White and Wyc 
koff. 

The stationery is packaged in 
a replica of a cigar box, and 
each box contains 40 deckle 
edged sheets and envelopes, in 


Schiapa- 





white or gray, to suit a man’s 
The box is priced at $5. 


taste for simplicity 


Tape-filing System 2 

A visible system for rapid 
filing and finding of long 
punched paper tapes has been 
announced by VISIrecord, Inc. 

Called VISIsleeve, the sys- 
tem places up to 2,880 long 
tapes at the fingertips of a 






single operator, the firm says. pom ub és fit a 
Rigid, transparent plastic con- aia ' ams 
tainers are arranged side by + es 

side in a panel designed to fit into regular housing units. Each 
sleeve accommodates up to 75 feet of tape. 


Sports Cards 3 


Barker Greeting Card Co has 
released greeting cards on popu- 
lar sports subjects. 

Designed by sports cartoonist 
Walt Ditzen, they include birth 
day cards for golfers, bowlers 
and fishermen 





Pen Demonstrator a 

A mechanical demonstrator for 
use On store counters or in win- 
dow displays is offered free to 
retailers wishing to show writing 
ability of Sapphire ballpoint pen 
made by Waterman Pen Co 


Book Copier 5 
Corp., 


Copease combining ex 


poser and printer in one unit, has 
developed a book copier for re 
producing without 
margin 
rubber head produces uniform con 


pages distor 


tion or loss of Sponge 
tact and even pressure on copy 
Automatic timer provides accurate 
exposure. 

The company also claims the 
cost of high quality 
is cut in half through use of its 
new paper, engineered by Agfa 
for use under the most severe office lighting conditions. 


photocopies 





10 
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Earth-Sky Globe 6 


Two transparent plastic globes 
mounted one within the other on the 
polar axis, make it easy to follow 
artificial 


moons, according to 


Farquhar Transparent Globes 
Inner globe has map of the earth 
and can be turned by knob. Detailed 
star map is printed on the inside 
outer Model 
shown sells for $42.50 with base 


surface of globe 
sun pointer, set of colored marking 
pencils and erasing cotton, and a 
brochure with detailed instructions 





Cashier Work Station 7 


Arnot-Jamestown division 
of Aetna Steel Products 
Corp. has designed a cash- 
ier “work station” especial- 


ly for small loan offices, 
utility companies, supply 
stores, schools and other 


places where customers deal 
personally with cashiers. 
The installation includes 
a counter with a working 
shelf on the interior side 
units so arranged that individuals 
working at either desk have access to the customer on either 


and two modular desk 


side of the counter without rising from their chairs. 


Hand-Operated 
Duplicator 8 
A hand-operated direct 
(liquid) process duplicator in- 
troduced by Ditto, Inc., 
to possess all the advanced fea- 


is said 


tures of electric models except 
for the electric drive 

The new model, 18D-60, is 
recommended for the budget- 
manager seeking 
versatility and adaptability. Ma- 
chine has drum 18 inches wide 
and will feed 120 


ninded office 


copies a 





minute. 


Addressing Patches 9 


Addressing masters with pres- 





| sure sensitive backs for easy 

attachment to any ledger or 
; record card are announced by 
~. - » the Master Addresser Co. Call- 
ed Press-on Master Patches, 
9 they can be reprinted 50 to 100 
times over a period of years, 
the company states. 





Records and the patches for 
printing addresses can be combined in a single file. A hinged 
paper flap which covers the address area of the patch may be 
torn off after attachment 
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WE WANT TO 
GIVE YOU 












YOUR INITIAL ORDER FOR 


EAGLE -# BRAND 


VACUUM PACKED 


TYPE WRITER RIBBONS 


@ Finest quality e@Alwaysfresh e Last longer 
@ Sharper writing © No extra cost 


; Single ripbon 
vacuum packed 
on display 

card 








WEED AFRESH TYPEWRITER RIBBON? 


Serve Yourself Here 


EAGLE -®¥ Brann 









HERE'S OUR INTRODUCTORY OFFER: 


1. You buy 12 dozen (or more) Eagle Brand 
Typewriter Ribbons at $6.50 per dozen. ......... $ 78.00 
And one self-serve display rack, at cost ......... 4.50 


TOTAL DEALER INVESTMENT ............---- $ 82.50 


2. We send you the display rack and 12 dozen Eagle 
Brand Typewriter Ribbons listing at $13.00 doz. .. $156.00 
PLUS 2 extra dozen Eagle Brand ribbons FREE .... 26.00 


TOTAL LIST VALUE OF MERCHANDISE ........ $182.00 
GROSS PROFIT to dealer on introductory offer: ..... $ 99.50* 


*On repeat orders you buy at the regular 50% discount, or net price 
of $6.50 per doz. By selling single ribbons at the suggested single 
ribbon price of $1.30, you realize an extra $2.60 profit per dozen, 
or a full 40% extra! In effect, your discount is better than 58% 

. list, but never less than 50%. 








LOOK WHAT THIS SENSATIONAL NEW 
MERCHANDISE PLAN MEANS TO YOU 


¢ Brings typewriter ribbons out from hidden drawers 

© Places them on the counter for customer self-service 

¢ Makes typewriter ribbons an impulse item for the first time 

¢ Combines 60 most popular typewriter ribbons on just 12 different spools 
¢ Provides one top-grade fabric, one all-purpose inking, 2 colors 

¢ Simplifies inventory control 


Seif-serve rack holds over 1 gross of ribbons in 1 eq. ft. area 


© Assures faster turnover and increased sales with smaller investment WRITE TODAY FOR FULL DETAILS 
OFFER EXPIRES APRIL 15,1958 


I Nt aa O7-U) Mea di —-1-10)) o-¥) 1 2 OF. 1-10) ele mal, [on 


BOX 1212, ROCHESTER 3, N.Y. 
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TOP SELLER... ~ 


and it’s all yours 


Of course you know that the gift tie business 
is BIG and that Rippl-Tie is in the lead. 


but add this fact 
to your thinking 


If you designed a selling picture to suit yourself 
you would probably come up with the Rippl-Tie 
picture: 


1. Here’s the public-accepted sales and - quality 
leader in this field. 


2. It sells at the right price for volume at a good 
profit. 


3. It’s backed by quick service, which means low 
inventory. 


4. Packaged resale and bulk selections to suit any 
retailer. 


—a protected, profitable proposition that’s well 
worth while pushing! RippL-TrE Propucts Co., 
1934 N. Washtenaw, Chicago 47, Ill. 


Fast delivery to any location from our convenient plants 
Eastern, Clifton, N. J.—Midwest, Chicago, Ill.— Western, Salinas, Calif. 


Ainpi liz BW Products 


Available only through wholesalers 
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Automatic Filing 10 
Diebold, Inc., says filing is as 
fast and simple as dialing a phone 
number with its new rotary file 
featuring ‘‘dial-a-file” control. 
The product makes _ possible 
ready reference to any filing tray 
by merely dialing a number on a 
dial similar to that of a telephone. 


New Colors for 1959 11 


Sand Mist new colors for the modern 
trend in office furnishings, will be included in Ever Ready’s 
1959 line of The colors will be available in 
all of the flat-type plastic bases and most of the arch-type 
bases 


Desert and Green 


desk calendars 


Ink Bottle Coaster 12 


Stay-Put, a pliable foam rub 
ber coaster, is said to prevent 
sliding and tipping on tilted 


drawing boards. Toby p 
states it will stretch to fit ink 
hottles and most show card jars 


roducts 


The coasters are priced at three 
for 59 cents. 





Language Records 13 
Hi-Fi foreign language sets for 
to 14 are offered by 
Ottenheimer Publishers. 


children from 


[GERMAN @ 


In 12 dialogues based on every- 
day situations, the child hears first 
the English, then its foreign equiva- 
lent. Each sentence is spoken first in 


parts, then in its entirety with silent 





spaces so that the child can repeat 


what he has heard. Cost is $4.95 a set 


Painting Set 14 
To acquaint children with oil 
painting, the Craftint Manufac 
turing Co. has introduced a paint- 
by-number set called ‘“Kid-Ease 
Priced at $1 retail, ““Kid-Eass 
includes ready-to-paint 
panels that are die-cut and have a 


KID-EAS 


outlined 


stand-up base for easy mounting 


Dual Purpose Paper 15 
A. B. Dick Co. announces two new “dual purpose” bond 
papers, recommended as duplicating and printing papers for 
users who combine two duplicating processes on one sheet. 
One paper is suitable for mimeograph work and offset 
duplicating, letterpress or offset printing. The other is for 
spirit (aniline dye) duplicating and offset or letterpress. 


Slam Valentines 16 


Hate, sweet and slam valentines 
round out the new line of 60 or 
published by Oz 
Greeting Cards, Inc 

Valentines for wife, husband, 
sister and brother are a new fea- 
ture of their line this year. 


more designs 





(Continued on page 38) 
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puts its new 


“Five-Hundred-Dollar Foot” forward! 


Newest, smartest merchandiser pays 
the highest profit on 
the biggest volume per square foot 
in pen and pencil retailing! 








Here’s the brand new 1958 model of the Scripto Super Service 
Station. Pioneered by Scripto, it’s the most profitable square 
foot of merchandising power in your store. 


It’s the ‘Five-Hundred-Dollar Foot’... because it actually 
averages better than $500 in sales per square foot of display or 
counter space in thousands of Scripto retail outlets. 


For 4 years, it has out-sold, out-earned anything else of its kind! 
Now it’s new and smarter, packing new and smarter merchan- 
dise, with new and bigger volume and profits to come! 


The Scripto ‘‘Five-Hundred-Dollar Foot’’ is the only complete- 
line merchandiser in the business. There’s something in it for 
everyone—plenty in it for you! 





45%* Profit... just to start! 


RETA LIST 


12 only K776 Pencils, assorted colors $ 3.48 
12 only K786 Pencils, assorted colors 3.48 
12 only T206 Ball Pens, assorted colors 12.00 
12 only T906 Ball Pens, assorted colors 12.00 
24 only T407 Ball Pens, assorted colors 6.96 
24 only T707 Ball Pens, assorted colors 9.36 
9 only $240 Fountain Pens, assorted colors 9.00 
6 only P366 Commercial Thin Lead Pencils, assorted colors 6.00 
3 only L206 “Liquid Lead” Pencils, assorted colors 3.00 
24 only U400 Refill Cartridges 11.76 
12 only U700 Refill Envelopes containing 2 cartridges each 3.48 
6 only E430 Lead Packs .60 
6 only F846 Lead Packs Snes ; .90 
Gonly J106 Eraser Packs... . . 2. 3 sss sees .60 
$82.62 

PLUS FREE GOODS 
Ce ee SC RIIIIIGS vn bwevcccccccccacddcsevencsaccacen 8.28 
$90.90 


YOUR COST............49.57 
YOUR PROFIT .......... 41.33 


45%* PROFIT FOR YOU! 
a teneeceiendinnsiniaieiieatientinieetiti eel 


SCRIPTO INC., ATLANTA, GEORGIA—SCRIPTO OF CANADA, LTD., TORONTO, CANADA 








SCRIPTO PRODUCTS AVAILABLE IN CANADA AT SLIGHTLY HIGHER PRICES. 


Pokus dai 

- Saiplo a 
+ | wiry 
’ bali pen 








All Scripto Pens and Pencils 
promoted year round 
and advertised nationally on 
TV, radio and mass magazines! 


- - = for more details circle 148 on last page 
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Here's a new combination that offers terrific sales support! Long respected M&V carbons and inked ribbons 
and Burroughs profit-proved adding machines and cash registers—now available from the same dealer 
representatives. A complete profit line backed by Burroughs Corporation. 


Dealers in either or both of these fine lines will receive the valuable benefits of intensive direct-mail, 


point-of-sale, national and trade advertising. Merchandising help from especially trained representatives is 
another bonus in this package. 


_ Ask your Burroughs/M&V representative to explain all the advantages of a Burroughs /M&V dealer- 
ship. There are still opportunities available to add to your profits by becoming a dealer for Burroughs 


machines, M&V supplies, or both. Burroughs Division Dealer Sales Department, Burroughs Corporation, 
Detroit 32, Michigan. 
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BURROUGHS MACHINES - M&V SUPPLIES 
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ONE LAST NEW YEAR'S RESOLUTION 


“Tell-Me-More” section of MODERN 


Ithough you may have fashioned 

much of your 1958 list of New 
Year's resolutions by now, there is still 
time to add one that I would like to 
suggest. 

"I resolve to seek out all informa- 
tion available to help me improve my 
business in 1958 and to heed the 
many advices of the several reliable 
and valuable sources.” 

Assuming that we are all in busi- 
ness to make money and knowing that 
this is precisely what improved opera- 
tional and merchandising techniques 
can do for you, I would think that this 
would be an easy resolution to keep. 

Yet, despite the outstanding amount, 
the ease of its availability and the great 
reliability of information designed to 
aid the dealer, it’s amazing how little 
this information is heeded. 

I am, therefore, throwing out to 
you this last-minute New Year's reso- 
lution suggestion, and urging you to 
adopt it with enthusiasm and keep it 
painstakingly. 

What specifically is the information 
that I urge you to examine and what 
are the sources ? 

There is information providing hints 
for promotional tie-ins, national cam- 
paigns, contests and holidays. There is 
information about many new prod- 
ucts which are continually reaching 
our market. There is information on 
how to employ labor saving techniques, 
improved accounting and stock con- 
trol methods. There is a world of 
widely varied, immeasurably valuable 
information. Of course, the problem 
is how can any dealer operate his 
business and keep up with all that’s 
new. That is to say, how can an in- 
dividual keep the resolution that I 
have suggested. 
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The answer isn’t really as difficult 
as it might seem. It seems to me that 
two things are necessary: 

1. Your realization that there are 

three major sources for such 

information in our industry. 
2. Your determination to seek out 

and apply the 

made available. 

In short, read, absorb and apply 
that which is provided to you by the 
major 
the trade publications and the manu- 
facturers of 
equipment. These are the three major 


~ 


information 


associations in our industry, 


stationery and office 
sources that supply you with a con- 
tinuous stream of valuable information. 

What the trade 
through their bulletins, conferences 
and seminars, meetings and conven- 
tions is well known. They provide a 


associations do 


source for disseminating expert advice 
and establish places and programs 
during which a free exchange of 
ideas adds to your operating know- 
ledge. The manufacturer, of course, 
provides you with point-of-purchase 
display material, mailing pieces and 
promotional matter. But, you say, there 
are still details which are left un- 
answered and the routine of getting 
answers is too time consuming. You 
don't belong to all the associations 
and there are lines you might be in- 
terested in that are not manufactured 
by those companies you are now deal- 
ing with. 

Let me, then, dwell at a little great 
length on the third source of informa- 


tion and call your attention to the 


STATIONER AND OFFICE EQUIPMEN1 
DEALER. 

While all the pages of this pub- 
lication are designed to bring to you 
authoritative and timely hints that will 
aid in your operation, to keep you in- 
formed of the new products in the 
field and the merchandising aids avail- 
able and to answer numerous questions 
that are being posed by dealers in the 
field, our special 
mechanism is designed to speed to 
you answers to your inquiries with the 
least amount of effort on your part 

Because we believe keeping up with 
new products is one of your most im- 
portant tasks, we have developed in 
these pages the industry's 
thorough review of these items, and 
we've included a mechanism by which 
you can conveniently and rapidly get 
more information. It will help you 
keep the above resolution if you make 
“Tell-Me-More”’ 
The cards are ready to serve you 
inquiring about 


reader service 


most 


use of our cards. 


also in advertised 
products. 

The success of this mechanism is 
attested to by the number of persons 
who have used it since its origin in 
January of 1957. The number of in- 
quiries each month reaches nearly 
2,000. Why don’t you make it 2,001. 

MODERN STATIONER AND OFFICI 
EQUIPMENT DEALER'S inquiry system 
the industry's associations and manu- 
facturers are ready to provide you with 
help in 1958. Why not resolve to take 
full advantage of their offerings? 


MacethD Shaved 











he Ballpoint Bandwagon Rolls On! 


The writing public itself has decided that ballpoint 
here to stay. Manufacturers ar: 


of a growing market and thi 


t cldom does a popular convenience 
\ item make its debut, skyrocket 
to popularity and then come back 
again for another bandwagon ap- 
pearance after experiencing a “bub- 
ble burst.” 

But that’s the story on ballpoint 
pens. Many of the leading pen manu- 
facturers have joined the parade to 
capture and hold their share of a 
market that last year showed annual 
sales of 260 million units and in the 
last six years rose in dollar volume 
from $13 to $53 million. 

Both makers and dealers report 
the ballpoint, strangely enough, has 
had little effect on conventional pen 
sales. The ballpoint seems to have 
found its own niche. Following this 
belief, manufacturers are further im- 
proving ballpoints with such inno- 
vations as the porous, textured metal 
ball and improved chemical ink in- 
gredients to assure smooth and even 
flow. 

As one maker points out, there 
are almost limitless outlets for the 
ballpoint pen today. Essentially a 


16 


pens are 

preparing to fill the demands 

suaq t 1eK | IKE WISE 
utilitarian writing tool, it is mod- 


erately priced yet very durable. 

What does this mean to the sta- 
tioner and office equipment dealer ? 

Although ballpoints had an initial 
meteoric rise which ran dry in two 
years following a public buying 
splurge that “soured,” the dealer 
now must realize ballpoints are high 
on the horizon again and well on the 
way out of the depths of their five 
and dime store stigma. 

Convinced manufacturers are tell- 
ing dealers the ballpoint has a defi- 
nite place in the writing instrument 
field. While it will not replace the 
regular fountain pen where quality 
writing is important, it nevertheless 
will write where ordinary pens fail, 
they say. In pen maker 
points out, its uses make it more of 
a competitor with the pencil. Many 
recent models closely approximate the 
slim lines of a pencil. 


fact, one 


Dealers are being told to sell 
the story of writing convenience, a 
long period of uninterrupted writing 


service. 


Makers agree that ball pens will 
continue to grow in this second mar- 
ket spurt, but of course not as spec- 
tacularly as in the days of the ‘write 
underwater” publicity gimmicks. Ac- 
tions and reports indicate that mak- 
ers now sense a stabilization on the 
basis of quality in the ballpoint in- 
dustry. They look for an automatic 
total volume of at least 20 
percent over the next decade. 


rise in 


For the dealer, this simply means 
there are profits to be had by ap- 
proaching the ballpoint potential 
with this quality story in mind. 

United States population now ex- 
170 million, with almost 100 
percent adult literacy. By 1967 it 
will hit the 200 million mark. The 
addition of some 8,000 persons every 
24 hours, each to achieve literacy at 
the age of 8, would seem to assure 
future ballpoint ascendancy. If the 
market received only this boost from 
population, sales would reach nearly 
$68 million from a 1967 unit sales 
350 million. 

resulting from actual 
population increase should always be 
viewed with the associated potential 
of an expanding school market. This 
outlet appears inexhaustible, at least 
until 1970 or so. Census bureau es- 
timates indicate for every two Amer- 
icans of school age in 1954 there will 


( eeds 


volume of 


Prospects 
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three in 1960. The decline in 
rriage rate which started in 1947 
is still being offset by the great num- 


J 


ber of families with third and fourth 
children. If and when the birth rate 
falls, it will still take 17 or 18 years 
to work all the children through 


Previous sales indicate 
that ball pens have the edge in this 
school market. 


high school. 


How can the dealer get his share 
of school pen sales? Manufacturers 
suggest: 

Tie in with all natural school pro- 
motions, making use of advertising 
and promotional material supplied 
by ballpoint makers. 

Use counter and window displays 
selling the school use theme and sell- 
ing the need for several pens of var- 
ied ink colors. 

Take an active interest in school 
events by presenting your sales mes- 
sage in various school advertising 
media. 

Consider the possibility of having 
ballpoints engraved and imprinted to 
offer school colors or team emblems. 

Work with clubs and athletic or- 
ganizations to do your selling, or at 
least get a few pens out to campus 
leaders to get the ball rolling. 

While you are delving into school 
possibilities, don't overlook getting 
your board. Sell 
them the advantages of buying from 
you rather than from the catalog 
house in some distant city. 

When you get that order for bulk 
ink, discuss with board members the 


to know school 


Crowds of customers were attracted by a ballpoint promotion at Bamberger's, Newark. 
William Boon, the store's stationery buyer, happily reported a 25 percent increase for the 
week over the previous year in his department's total sales. (Photo courtesy Waterman Pen Co.) 
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possible need for special purpose 
pens for such classes as bookkeeping. 
Perhaps the board supplies the fac- 
ulty with desk pen sets, and medium 
priced quality ballpoints would be 
just the answer. 

Look for ballpoint 
with special sales appeal as an aid 


promotions 


to boosting your off-season sales. 


Manufacturers are constantly seeking 
ways to back up dealers at the point 
of sale. 

One 


tation was based on the assumption 


novel point of sale presen- 
that most people are interested in 
It not only proved the 
assumption true but also met with 
notable volume increase for the sta- 
tionery department of Bamberger’s, 
a Newark, N. J., department store. 
A manufacturer's handwriting an- 
alysis promotion was used. Custom- 
ers were attracted by a striking fix- 
ture that included a script analyzer, 
a scientific device for interpreting 
handwriting, along with a ballpoint 
display. 
With the 


combination set, customers were pre- 


themselves. 


purchase of a pen or 


sented the script analyzer game as 
a bonus. At peak hours, a manufac- 
turer’s representative analyzed cus- 
tomers’ handwriting. At other times, 
a sales person demonstrated the pens 
and script analyzer game. 

During the week this promotion 
was featured, 257 customers crowded 
around to have their handwriting an- 
alyzed. The stationery department's 
total volume for the week showed a 


Mr. 


record 25 percent increase over the 
corresponding week a year earlier. 
Sixty-five of the manufacturer's pen 
items were sold for $251.77, more 
than four times Bamberger’s weekly 
average. 

All this was accomplished with the 
help of two columns of newspaper 
space, an interesting window display 
and use of attractive signs. 

Not only was it a successful ball- 
point promotion, but it shows how 
this item can be used to create the 
traffic every dealer needs and wants 

The other side of going after the 
ballpoint potential is taking your 
wares and sales story to the cus- 
tomer. How do ballpoints fit into 
the outside sales picture? 

They can serve as a helpful “ex- 
tra’ in any sales approach. When 
contacting the industrial market to 
sell larger items, salesmen should 
keep ballpoints in mind as a possible 
extra sale. 

Ballpoints are made to order for 
salesmen who must make carbons, 
for shipping clerks, checkers, cab 
drivers and merchants. They are use- 
ful in virtually all occupations where 
the quality writing of a nib type pen 
is not essential. Office machine op- 
erators whose writing instruments 
must bounce around considerably 
also have taken to the ballpoint. 

Many firms have found it a good 
investment to furnish writing equip- 
ment to their employees. Imprinting 
the firm name may be all that’s need- 
ed to land that kind of order. Com- 
bination sets can be suggested for 
contest prizes or bonuses as well as 
for holiday or anniversary gifts. The 
quality ballpoint story can be told 
to get the order for an executive 
desk set. 

Ballpoint use in making stencils 
or multigraphs can be demonstrated. 
Advantages of ballpoints can be 
shown in marking heavy corrugated 
boxes, in labeling packages, and for 
use on cloth and other absorbent ma- 
terials where the ordinary pen will 
blot or smudge. 

The advertising specialty field pre- 
sents a growing market for ball- 
points. Thousands are used each year 
as promotional giveaways by auto- 
motive dealers, contractors, oil com- 
panies, manufacturer representatives, 
laundries, printing firms, insurance 


(Continued on page 50) 
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Sales Manager Earl Dossett often joins 30- 
member sales crew and fills in on the floor 
to get the feel of things. 








Wh sales contests in office sup- 


ply merchandising are un- 
doubtedly an effective means of in- 
creasing volume, such contests may 
suffer from a common drawback 
if competition continues for more 
than a week, contestants are likely to 
lose interest and sales dwindle back 
to normal. 

Probably every sales manager in 
a store as large as ours has under- 
gone this experience. Good results 
are achieved at the start of a contest, 
but sales drop off sharply in follow- 
ing wecks until the program has no 
significance whatsoever 

At our store, we believe so strong- 
ly in sales contests that we have dis- 
carded most of the traditional means 
of maintaining momentum in favor 
of a program which, we feel, starts 
off each week with fresh zeal and 
enthusiasm among some 30 employ- 


ces. 


Let me describe a 13-week sales 
competition we carried out during 
the spring months. In this case, the 
contest held extra interest because 
it gave our sales people a chance to 
win a three-day, expense-paid vaca- 
tion at a popular Northern state resort. 

After studying the situation care- 
fully, we came up with the following 
plans, all to be incorporated in the 
three-month contest: 

1. Divide personnel into teams un- 
der separate captains. 

2. Find a way to start competition 
ancw each week. 

3. Concentrate on a separate mer- 
chandise item each week to stimu- 
late interest 

i. Employ interest-stimulating hu- 
mor and fun 

5. Develop team spirit through 
weekly sales meetings to be held “in 
secret’’ by each team. 


Managers and supervisors were de- 
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clared ineligible when we divided 
the 30-member retail sales force into 
three teams called the Highlanders, 
the Kilties and the Lassies. Team 
members each week were eligible to 
carn sales points worth 50 cents a 
piece and based on sales of a dif- 
ferent item each week. 

Each team’s members were given 
three prizes as a weekly incentive. 
Three points credit went to the sales 
person on each team with the largest 
volume, two points for the second 
largest and one point for the third. 
In other words, nine people each 
week could win points worth 50 
cents each. In addition, one indi- 
vidual with the most points on each 
team at the end of the contest could 
be eligible for the grand prize vaca- 
tion trip. 

Then, we left it up to team cap- 
tains to dev elop their own sales tech- 
niques and gimmicks, giving them 
all the cooperation they desired. 

As pointed out before, during the 
13 weeks of competition we arrang- 
ed to cover a separate product of the 
sponsoring manufacturer each week 
so there would be no deadly repeti- 
tion. 

Captains were encouraged to de- 
velop window displays, interior dis- 
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Signs with original slogans such as this were duplicated on lapel cards worn by sales people. 
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plays, new methods of approach and 
clever selling slogans. In addition, 
each captain was required to hold a 
weekly sales meeting. 

From the outset, we found that 
letting sales people “have their 
heads” in directing their own sales 
efforts was immensely valuable. Each 
team captain came up with eye-catch- 
ing slogans to promote ordinary 
tape, such as “Save the pieces” or 
“Don't throw it away Tape it.” 

Teams came up with happy, hu- 
morous signs on every table in the 
store, amusing the customers and 
proving so effective that most of 
them were filed away for future use. 

One team came up with the idea 
of having each employee wear a plas- 
tic “lapel billboard,” repeating the 
slogan of the week. A large sign 
on a center table spelled out, in let- 
ters made of colored acetate tape, 
“It’s stretchy, it’s strong You 
can't go wrong.” The same mes- 
sage repeated on jacket lapels of 
sales personnel got amazingly good 
results. Customers couldn't help but 
notice it. 

A main factor in maintaining inter- 
est was the Monday morning sales 
meeting. We encouraged plenty of 
good-natured humor in these. The 


STRONG 
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product to be featured during the 
week provided a different theme for 
each weekly meeting. 

At one sales meeting, for example, 
which dealt with plastic tape in col- 
or, we held a “fashion show.” Each 
team member was told to use his in- 
itiative in working colored tape into 
the show and we came up with some 
screamingly funny stunts. All sales- 
women wore clothes of a different col- 
or. One came garbed as a gardener, 
showing various uses for tape such 
as cushioning the handles of garden 
tools. A salesman was dressed as an 
obviously expectant woman, with a 
pillow representing his “condition” 
taped to his body. When he walked 
onto a miniature stage for judging; 
a cardboard stork was let down from 
above. I wore a clear plastic rain- 
coat, patched with colored tape to 
represent possible use of the pro- 
duct. A stock boy wore a Bikini 
bathing suit and carried a plastic wa- 
ter toy — patched with tape, of 
course. 

At one sales meeting after anoth- 
er, prizes were awarded for the most 
humorous getup as well as for the 
best uses of the product involved. 
Pictures taken at each meeting were 
posted on the bulletin board. 

On the serious side at these meet- 
ings, we discussed the point stand- 
ings of leading team members and 
tried to show how they accomplished 
results. 

One of the deadliest sins of sales 
competition, we believe, is the ten- 
dency of “prima donnas” to win all 
prizes hands down. We did away 
with that and added stimulation by rat- 
ing each employee on a handicap 
basis. Every sales person, no matter 
where he or she was stationed in the 
store, had an equal opportunity. 

In this way — by providing hu- 
mor, keeping rivalry between teams 
at a high pitch, and backing up em- 
ployees with colorful displays and 
plenty of advertising — we boosted 
sales of featured items from 300 to 
400 percent. We won a top position 
nationally with our sales record and 
proved to ourselves that continuous 
sales effort over a long period of 
time can definitely be achieved. 
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President R. M. Tallman, seated, shows prospect, right, how he uses the desk in 
his own office — the same kind of desk the salesman, center, has recommended. 


They Moved, an 


A new location for Nashville Stationery 
Co. brought a remarkable increase in office 
furniture business. Problems solved by the 
move included a parking space pinch, 
warehousing woes, display limitations— 


even a coffee break problem 


( yee way to get rid of problems 

is to move off and leave them 
That's how Nashville Stationery 
Company did it. When it left its 
old location on Nashville’s Fourth 
Avenue and moved to less congested 
Church Street, it unburdened itself 
of a multitude of selling and storage 
difficulties. By so doing it doubled 
the efficiency of its working force 
and multiplicd both its inside and 
outside sales. 

J. M. Dortch, secretary-treasurer, 
reports the company was pleasantly 
surprised to learn how tremendously 
important a little more elbow room 
was in getting things done and how 
little was lost in leaving the heart 
of the business section to settle in 
a more quiet, but conveniently 
reached location. 

Like many other downtowners, 
Nashville Stationery Co. at first felt 
that in order to hold a big volume 
of trade it had to keep its store in 
the most crowded section of the city. 
From that vantage point it could 
watch the world go by and woo some 
of it inside. 

But, when forced to seek more 
room, President R. M. Tallman, Vice 
President A. E. Richardson and 
Dortch got together and checked 
their patronage list. They found the 
largest percentage of their clientele 
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New quarters of Nashville Stationery Co. have space for 13 model 
office displays such as the two shown here. The former location had 
room for only one crowded display. 
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ems § yw.is in the suburbs and in less con- able pieces of furniture he would own office needs without having to 
em ted but important business dis- find them jammed in with other draw too much on his imagination. 
ery ts. So they quit trying to find merchandise. In that sort of confu- Dortch figures the average station- 
its § ser quarters in the high rent sion they all looked pretty much er probably doesn’t realize until he 
rth § wntown and moved into an area alike. But in the new store, Dortch actually changes the situation how 
ted § it is really closer to more of their says, the less expensive pieces are much he loses by stinting on floor 
self ' nts than the old, less roomy site hardest to sell. space. At the old Fourth Avenue 
ALC | and much more accessible. For example, the prospect walks in, location, management had to crowd 
led § By moving, they solved both in- looks at a low priced office display. its stock so much that many pieces 
ce B side and outside problems. Then he sees an adjoining model of- of furniture were damaged and had 
ind Inside the store at the old loca- fice where there's a more tasty ex- to be sold at a discount. So difficult 
tion they had been crowded. They hibit in a setting refinished in har- was the job of keeping the smaller 
er, had display space for only one model monious colors. He likes it and often merchandise cleaned and dusted that 
tly display office to show prospects. winds up by buying a handsomer set many articles became shopworn and 
sly That display of desks, chairs and than he would if he had to select sale prices had to be reduced. Solu- 
om files was in the center of the en- cach piece out of a congested mix- tion of these problems alone has cut 
ated trance. The model office and other up. the cost of operation considerably) 
art ‘ displays occupied about 400 square Each model office is divided from More spacious quarters, free park- 
in § feet of floor space. adjoining ones by attractive frame- ing and better arranged displays 
tly In their new spacious quarters work partitions. Sections are set in have attracted more drop-in custom- 
they have 1,800 square fect of dis- a row on both right and left sides ers. The average sale per person has 
TS, play space containing 13 model of- of the store as one enters from jumped from 76 cents at the old lo- 
elt fices. The result? Within the first Church Street. Toward the rear of cation to $3 at the new. 
me six months after moving in Septem- the display offices are private offices In addition to boosting sales, the 
os ber, 1956, their sale of office fur- of store officials. Even these serve uncrowded quarters have been a 
ty. niture quintupled. Dortch © says as display offices. If an almost-but- great lift to store personnel. Every 
ud there’s only one reason they are  not-quite prospect needs more coax- official and employee who needs a 
me grabbing off five dollars where only ing, the salesman may take him to secluded office has it. The book- 
one grew before better display. Mr. Tallman’s or some other private keeping department now is to the 
re In the old store, managers could office. He says, “Now here in actual rear of other offices where visitors 
ice show only one model office. The use is a desk like the one you just can’t take up the bookkeeper’s time 
nd customer would come in and buy saw. Let Mr. Tallman show you how by chatting and asking questions. 
ed the cheapest desk and chairs that convenient it is.” Each officer has private quarters in 
he would serve his purpose. Even if Sufficient uncrowded display room which he can talk to a client without 
‘le shown more luxurious or more us- enables a prospect to visualize his interruption. Three outside salesmen 


Taal 


Problems Behin 


have offices in the rear where they 
can talk over a big deal or an office 
planning proposition without being 
disturbed by surrounding store bus- 
tle. An intercom system connects the 


(Continued on page 50) 





Sa 
g 
el 
id The art department at Nashville Stationery features an enclosed, The stationery department occupies part of 16,000 square feet of 


walk-in warehousing compartment just behind this rack display. space in the new store out of the high-rent district. 
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STOP, 


LOOK, 
LISTEN 


Knowing what not to say can be just as important in 


selling as knowing what to say. Dr. Lapp gives useful 


tips on how to sell 


by being a 


good listener 


By C. L. "Chuck" Lapp, Ph. D. 


Consulting Editor 


W hich is more important to you 

— feeding your own ego or 
making a sale? Recently the follow- 
ing conversation took place between 
a salesman and his manager — 

Manager: “Did you sell that pros- 
pect we talked about?” 

Salesman: “No, but you would 
have been proud of me. I told Mr. 
———— a lot of things he needed 
to know. You should have heard 
me. I gave him everything you've 
been giving us in sales meetings.” 

Manager: “Well, why didn’t you 
sell him?” 
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Salesman: “I just can’t understand. 
I talked and made him listen. If he 
started to object, I really let him 
have it with both barrels. I was in 
complete command. When I got 
through he knew I knew my pro- 
ducts, he knew how good our pro- 
ducts were and just how many intel- 


ligent people are doing business 
with us.” 


Manager: “Think you can sell him 
on your next call?” 

Salesman: “No, but I'll make him 
think about a thing or two again. 
He'll know before I'm through that 


and Sell 


he’s come up against some hard-hit- 
ting selling.” 

If you analyze this conversation, 
exaggerated though it may be, you 
will see it’s obvious the salesman 
was feeding his own ego rather than 
selling the prospect. To improve his 
selling the salesman should have re- 
membered the following points. 

Commanding respect is important, 
but respect is not gained by “brow- 
beating’’ a prospect. 

Talking and talking without lis- 
tening and giving the prospect a 
chance to talk will not sell most 
prospects. 

Telling a prospect everything you 
know won't always sell. It is more 
important to find out what is of in- 
terest to a prospect and why he is 
buying from present suppliers. 

Now, try it this way. 

Establish Rapport Early. Get on 
common ground with your prospect 
in the first few minutes. It is much 
easier to make a good initial impres- 
sion than to overcome a bad one. 
From the beginning of a sales call 
get the prospect to talk, preferably 
about his business. Compliment him 
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or observed about his business. If a 
compliment doesn’t get a prospect 
talking, then ask some direct, imper- 
sonal question which can't be an- 
swered simply “yes” or “no.” 

Never Betray Confidences. A 
prospect soon learns whether you be- 
tray confidences. If you gossip about 
the activities of other prospects and 
customers, he assumes you will gos- 
sip about what he tells you. Then 
he will become tight-lipped. 

Observe. When you walk into a 
place of business, look about and 
real Just stopping 
long enough to look at something or 


show interest. 
centering your gaze on something 
without saying a word may get an 
interview started on a business basis 
more quickly than general conver- 
sation. If a buyer is encouraged to 
talk, his words may help you slant 
your sales message to fit his thinking. 
Observing other products he has 
purchased can give you a cue as to 
whether the buyer is price or quality 
minded. Observe what employees of 
a buyer are doing. Such observations 
may give you something you can use 
to get a buyer to talk. 

Why Listen? If you can get the 
prospect talking, and if you can keep 
him talking, there is always a better 
chance he will reciprocate and listen 
to what you have to say. If you start 
to do all the talking, you'll find 
most prospects will figure out some 
quick way to get rid of you. 

Just being quiet isn’t enough. 
Show that you're listening. A smile, 
a frown, a shift in position or even 
such a slight movement as the lifting 
of a finger may communicate to the 
prospect that you are listening. You 
can train your body to express alert- 
ness. By listening carefully, a sales- 
man can phrase and time his own re- 
marks better toward making a sale. 
Listening gives you time to think 
about what you say and to orient 
what you say to the prospect before 
you. 

If you are a good listener, you 
will find your prospects asking ques- 
tions and often giving you greater 
opportunity to tell them what you 
want to tell them. This emphasis 


on listening should not be taken to 
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mean that you are limited to a series 
of short, cold answers. For example, 
“no” is a conversation killer. If you 
have to take a little 
time to do it less bluntly. Give the 
reason for your 


answer ‘no’ 
j “no.” 

Silent Selling! Not long ago a 
salesman in Texas said, “The great- 
est sales technique I have ever 
learned, because it has made 
sales for me than anything else I 
Now 


what does he mean by silent selling ? 
Here’s the explanation. 


more 


have tried, is silent selling. 


“IT give ny prospects a chance to 
think, a chance to react to what | 
say and what they say themselves. 
Too often give a 
prospect a chance to make a “yes de- 
cision. Silent selling encourages a 
prospect to think, to talk, 
give the real reason he wants to buy 
or not to buy what you have to of- 
fer. By using silent selling I find 


salesmen never 


and to 


I've been making more sales and 
larger sales.” 

Like any other sales technique, it 
must be practiced and perfected to 
be effective. When first you try it, 
you may feel awkward if neither you 
nor your prospect is saying anything. 
As you practice silent selling, how- 
ever, you will find that 
ments of silence, when 
timed, can become less and less awk- 
ward and more and more command- 
ing than a continuous barrage of 


such mo- 


properly 


words. Use silent selling and watch 
your sales soar. 
These are the steps, then, for a 
better relationship with prospects: 
1. Don't 


own 


lose sales to feed your 
ego. 

2. Establish rapport in first few 
minutes. 

3. Never betray confidences. 

{. Be observing. 

5. Learn to keep your listening in 
proper balance. 


Dust Out Those Pigeon Holes 


Gling takes skill in dealing with individuals. Good 


salsemen have learned it pays to keep a record on each 


prospect or customer. 


Formal files may not be necessary for those with good 
memories, but most salesmen have classified their prospects 
in pigeon holes according to the prospects’ needs, interests, 
size of operation and other standards. 

This “pigeon-holing’” has many advantages. But a ser- 
ious mistake can be made by the salesman who doesn’t take 
pigeon-holed prospects and customers out of the file 
periodically for another look at them. 

Prospects and customers change — for instance, in 
their attitude toward you, your company and your product 
lines. Credit standing, business volume, management or 
ownership, and even the character of a business may change. 

So take another look. Your big customer today can be 
gone tomorrow and the “hole in the wall” operator may 
become the big buyer of tomorrow. Keep your eyes and 
ears open. Dust out the pigeon holes regularly. 






















Closed “‘book"’ sign as seen from street. 











The 





“book"’ opens and closes electrically. 


The open 
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“book” is halfway point in the cycle. 





SIGNS OF THE 
TIMES 


CLOS - ED BOOK 


Added traffic and volume are the 
result of a large, electrically operated 
“book” sign at the Clos Book Store, 
Twin Falls, Idaho, according to own- 
er Ed Purves. 

The attention-getting sign can be 
It is built in the 
form of a book and has two wings. 


seen a block away. 
The right wing, always stationary, 
reads “Store.” 


The left wing, which is mobile, has 
“Clos” on the outside cover and 


“Book” on the When 


the left wing, or cover, is wide open, 


inside cover. 


the sign reads “Book Store.” When 
the cover is closed, the sign reads 


“Clos.” In consecutive fashion, as 


the book opens and closes, the sign 
reads “Clos” followed by ‘Book 
Store. 

Not only has the sign increased 
book business, says Mr. Purves, but 
it has considerable aid in 
boosting volume of stationery and of- 


been of 


fice supply sales as well. 
When the store in 
1912 was remodeled in 1954, 
Purves had an idea for such a 
the 
Later he told a salesman 


business 
SINCE 
Mr. 


sign but he couldn't work out 
mechanics. 
about it and when the salesman re- 
turned he had with him a working 
model of the sign. The store rents 
the sign from an electrical products 


at Boise, Idaho. 


company 
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Easy to remember camera sign, with flash gun that actually flashes, 
marks the corner location of Duggan-Rider Office Supply Co., 
Erie, Pa. 


CAMERA CORNER 


A huge, thousand dollar camera display sign marks 
the corner location of Duggan-Rider Office Supply Co. in 
downtown Erie, Pa. 


The camera department was given an immediate lift 
as passersby began to identify the old office supply firm 
more and more as a “camera corner,’ too. 


Framed of steel, the display camera has an automatic 
timer that flashes powerful bulbs in the flash gun and 
behind the false lens. Trim is of stainless steel and alum- 
inum. It was made by a local sign firm. 


Duggan-Rider’s office supply business was augmented 
with a camera department that has steadily grown in popu- 
larity. 
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-ALL YEAR! 
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These 
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Split second, cleanest erasing 
Weldon Roberts erasers are stenos’ World’s Quality 
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Feature These Big-Selling Weldon Roberts 
Typists’ Favorites The Year "Round 
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Show Dates Set 

The 1958 Cincinnati Office and 
Business Equipment Show will be 
held Oct. 28, 29 and 30 in the 
north hall of Cincinnati’s Music 
Hall. 

John L. Howison, of the office 
equipment firm of Kelsall-Voorheis, 
Inc., is president of the sponsoring 
group. He said the show will be 
open to the public and free. Exhibi- 
tion hours will be from noon to 
10 p-m. 


Eastern WSA Hears 
Plea for Cooperation 

Proposals for improving manufac- 
turer-wholesaler relationships were 
laid before the Eastern District con- 
ference of The Wholesale Stationers’ 
Association at Shawnee, Pa. 

“The fact is, we'll all have to co- 
operate more closely just to stay alive,’ 
declared one of the speakers, Ralph 
T. Soulby, sales manager of the 
wholesale division and national ac- 
counts of Eberhard Faber Pencil Co. 

Manufacturers have long been of- 
fering valuable forms of cooperation 
which many wholesalers have been 
ignoring to their own detriment, he 
said. Chief among them, he added, 
are excellent visual selling aids and 
promotional displays. 

The eastern meeting was the second 
last of seven regional WSA con- 
ferences held during 1957 through- 
out the country. The final one, for 
the southeastern district, was held in 
November at Atlanta, Ga. 

Shawnee speakers included Donald 
S. Frey, secretary of the association, 
and Mortimer Chute of Kimpton & 
Herpt at Bainbridge, Md., WSA 
president. 

Theme of the conference was “New 
Dimensions in Merchandising Through 
Wholesalers.’" Harold Jacobsen of 
Associated Stationers, Chicago, sum- 
med up the meeting. Conference 
chairman was Marion Springer, Ameri- 
can News Co., and the co-chairman 
was Lester Madans, Wilson Jones Co. 
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More than a hundred dealers went back to school for a weekend in Novem- 
ber to attend the first management training program sponsored by the National 
Stationery and Office Equipment Assn. 

Held at the University of Georgia Center for Continuing Education, the 
program originally was planned for members in the Southeastern states. A nation- 
wide invitation was extended, however, and 117 persons enrolled from as far 
away as California, Wisconsin and Canada. More than 90 percent of the “‘students’’ 
were from dealer organizations. 

Those present were divided into four groups. Each group spent a half day 
on each of four subjects up for discussion: (1) accounting for profit, (2) select- 
ing better salesmen, (3) increasing inventory turnover and (4) merchandising 
and advertising. Professors of the University’s College of Business Administration 
served as instructors, using and enlarging upon background material from NSOEA. 

“Comments after the program were most enthusiastic,’ NSOEA officials 
reported. “The feeling among those in attendance was that they would gladly 
return to a similar conference if it were held next year. Discussions outside 
the formal conference rooms also were helpful.” 

PAuL E. BurRBANK, NSOEA executive vice president, opened the program 
with an orientation talk stre_sing the importance of good management. DR. JAMES 
E. Gates, dean of the College of Business Administration, spoke on ‘Creative 
Thinking” at a dinner meeting. 

Instructors and the subjects they covered were FRANK H. MULLING, uniform 
accounting; J. L. Tass, JRr., personnel selection; GEORGE M. MCMANMON, in- 


ventory control; and WiLLiAM H. Harris, Jr., merchandising and advertising. 
a us a % bo 

A four-day management seminar for Western area members of the National 
Office Furniture Assn. will be held in spring at the University of Southern Calif- 
ornia, with ROBERT IRWIN, Pacific Desk Co., as chairman 

Decision to hold the seminar was a result of November's successful and 
enthusiastic two-day area conference and trade exhibit at Los Angeles’ Beverly 
Hilton Hotel. JoHN R. Gray, NOFA’s executive director, said the attendance 
of 800 shattered all previous area conference marks. GEORGE D. NIELSEN, sales 
manager of Dray Manvfacturing Co. and chairman of the conference, reports 
there were 37 exhibits and 671 dealers in attendance. 

Members heard industry leaders discuss ethics of the office furniture in- 
dustry. Other speakers covered office furniture selling, the use of wood and 
steel in the modern office and the use of color in the office. 

More than 150 companies have contracted for more than 231 display spaces 
at NOFA’s 12th annual Convention-Exhibit March 28-31 in Philadelphia's Con- 
vention Hall. JoHN R. Gray, executive director of NOFA, said the proposed 
exhibit area has been enlarged and many exhibitors are negotiating for low-cost, 
portable, custom-designed displays in order to tie in with the “Boulevard of 
Style’ theme 

os % co % * Bs 

Twenty regional governors to serve the National Office Machine Dealers 
Assn. have been appointed for 1957-58 by HAROLD STEINKE, NOMDA president. 

They are James E, O'NetL, Boston; SAM STEIN, New York City; EDGAR 
No tt, Philadelphia; KELL REIMANN, Arlington, Va.; FRED JOHNSON, Charleston, 
S. C.; Travis Jones, East Point, Ga.; E>pwarp KrAYNAK, Fort Lauderdale, Fla.; 
EVERETTE VILLARRUBIA, New Orleans; N. DEAN LEININGER, South Bend, Ind.; 
ROBERT STRAIGHT, Grand Rapids, Mich.; LARRy WALTER, Chicago; Mrs. E.iza- 
BETH STEMP, Madison, Wis.; JAMES PRocToR, Des Moines; CHARLES TAYLOR, 
Kirkwood, Mo.; WiLLIAM SMITH, Tulsa, Okla.; Epwin T. FEIGLE, Houston; 
HENRY VAN Da crseEN, Beverly Hills, Calif.; HARRY Pitts, Albany, Ore.; FRANZ 
SCHREYER, Salt Lake City; and HARVEY DANKS, JR., Fairbanks, Alaska. 

* cM ca By He * 

Problems inherent in stocking and selling 22,000 to 30,000 drug items and 
how they were overcome were described at a recent bi-monthly meeting of the 
New York Metropolitan Travelers Club. President GeorGe NICKLAUS introduced 
the speaker, DupLey Taw, vice president at McKesson & Robbins. 
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55 million Americans will see Olivetti full color ads in Life during the first 6 months of 58 ? 


Olivetti, 580 Fifth Avenue, N. Y.36 # 
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Typewriter Shipments Up 

The standard office typewriter cgn- 
tinues to be the workhorse of the 
American and the backbone 
of the typewriter business, according 
to a statement by H. S. Yaffa, na- 
tional sales manager of Smith-Corona. 

Although rep- 
resent a total 


of fice 


electric 
percentage of 


typew riters 
larger 


THE 
NEW 











manufactured by 


THE LINDY PEN CO., INC. 


9601 W. Jefferson Bivd. 


Culver City, Calif., 







U.S.A. 


business each year, Mr. Yaffa said 
standard typewriters are responsible 
for much of the typewriter industry's 
growth. 

Industry standard 
typewriters reached a record high of 
514,000 units 1956. During 
the first 1957 industry 
shipments of standard typewriters to- 
taled 261,799, making it appear that 
a further gain will occur in 1957 


shipments of 


during 
six months of 





Lindy 


FINE BALL POINT 


STENO PEN 


=F-467 = 


FED. TAX INCL.- 
FAIR TRADED 
















_ Write for your 


"FREE SAMPLE ~ * 
Lindy Sales Co., Dept. J-F467 
7 9601 W. Jefferson Blvd. t 
Culver City, Calif. U.S.A ' 
4 Company eee rh 
‘ Buyer 
‘| Address OP 
. ' 
. City a 
ry Zone State f 
¢ — 


> neamnnennal 


| Pe Balance Insures No 
Writing Fatigue 
CHOICE OF PACKAGING 
1 doz. to bulk box 
2 doz. to display card 
4 doz. to plastic drum 
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New York NOFA Group 
Has 115 at Convention 

The Grossinger Hotel and Country 
Club, Grossinger, N. Y., was the 
scene of the first Metropolitan Area 
Conference held by the National Of- 
fice Furniture Association, Inc., in 
November. The meeting was attended 
by approxim: itely 115 manufacturers, 
dealers and manufacturers representa- 
tives. 

Principle speakers at the four-day 
session NOFA 


were John Mossman, 


president; John Gray, NOFA executive 
Dwight Michener, economist 
of the Chase-Manhattan Bank; Robert 
Arndt-Preston-Chapin-Lamb 
Keen, 


director; 


Chapin, 


and Maurice 





Philadelphia; 


Melville G. Wheeler, right, 


M. G. Wheeler 
Co., Greenwich, Conn., gets together with 
NOFA brass during New York conference. 
With him are Robert Gibby, area chairman, 
at left and John Mossman, NOFA president, 


center. 

Mogelesc uc, Designs for Business, 
New York; and Paul M. Fletcher, Re 
search Institute, New York. 


Robert Gibby, NOFA metropolitan 
area chairman, and Milton Stone, chair- 
man of the Metropolitan Area Con- 
ference, presided over the meeting. 

Also on the committee were Bernard 
Nemlich, Regan Furniture ¢ orp.; Mar- 
tin M. Moldow, Martin M. Moldow 
Associates; Daniel Waldner, D. Wald- 
ner Co.; and Milton Skala, Milwaukee 
Chair Co. 


Trade Fair in London 
More 500 
tail 
expected in the 
England, Feb. 
National 


Trades Fair. 


than wholesale, re- 


and overseas trade buyers are 
heart of London, 
10-14 to attend the 
fourth Stationery & Book 

Displays of 
shop fittings, 


greeting cards, books, 
and 
and pencils will cover 
12,000 square feet of exhibition space 
in the Old and New Royal Horti- 
cultural Halls at Westminster. 


social office sta- 


t onery, pens 
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Tne beet aluminum chairs by Globe-Wernicke 
put you on top of the world ! 


Fine-Rest aluminum chairs send profits up . . . because 
they’re tops with so many fine features. Like No-Sag 
springs, foam-rubber cushioning, just-right height ad- 
justments. What’s more, G/W Fine-Rest chairs give you 
an advantage with streamlined styling . . . plus the largest 
array of decorator colors in the industry! Yet—these 
“luxury class” chairs, made of long-life aluminum sell 
at moderate price. From office boy to president, there’s 
a Fine-Rest chair to seat everyone . . . among the com- 
plete Globe-Wernicke line! Your copy of a beautifully 
illustrated brochure on Fine-Rest chairs is available on 
request. 


eeeeeneeeoe@ 
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If you are not a Globe-Wernicke franchised dealer, it 
will pay you (in terms of greater sales potential) to 
investigate Globe-Wernicke’s complete line of top- 
flight products—including office furniture, files, supplies, 
and filing systems. Why not write for full information 
today? 


GLOBE-WERNICKE 


CINCINNATI 12, OHIO 


remember ... success depends on the strength of your line 


Fiackeat 


-.. America’s 
standard of 
business 
seating 
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WSA Convention 
Program Prepared 

Plans are well under way for the 
42nd annual convention of the Whole- 
sale Stationers’ Association and their 
1958 International Merchandise Ex- 
hibit March 2-5 at the New York 
Trade Show Building. 

Convention headquarters will be the 
New Yorker Hotel, just across the 
street from the show building where 
the exhibit will occupy 96 rooms. 

Attendance during the 20 hours of 
exhibiting will be by invitation only 
to service wholesalers’ salesmen and 
buyers from the United States and 
Canada. Exhibitors will give personal 
demonstrations at scheduled times. 

Six round table conferences on a 
variety of topics will be an important 
part of the convention program. The 
problem-solving sessions will cover 
these areas: 

Achieving more product knowledge; 
developing effective promotional pro- 
grams for specific products; improving 


packing and packaging in stationers 
products; developing operating cost 
guides for service wholesalers; de- 
veloping marketing guides; and edu- 
cating dealers to buy from service 
wholesalers. 

Two major topics at seven divisional 
conferences will be how to achieve 
better working relationship between 
manufacwrers and wholesalers and 
how to increase effectiveness of the 
merchandising program of 
wholesalers. 


service 


An early count showed 46 exhib: 
tors had contracted for rooms. 


Name Changed 

The Permacel Tape Corporation has 
changed its name to Permacel-Le- 
Page's Inc. Permacel, a Johnson & 
Johnson company, acquired the 78- 
year-old LePage firm in the spring of 
1956. 

“We feel we give a more accurate 
impression of our expanding activity,” 
said G. C. Riegger, Permacel presi- 
dent, “by adding a name familiar to 
generations of householders who 


learned in kindergarten to ‘stick with 
LePage’s’.” 


California Gift Show 
Adds Open Booth Space 

A new exhibitor trend at the 46th 
California Gift Show will be toward 
open booths, according to Jim Wil- 
kins, chairman of the Los Angeles 
event, 

The show will be held at four Los 
Angeles locations from Jan. 19 to 24 
The Colonial Room of the Ambassa- 
dor Hotel was added to accommodate 





the increase of exhibitors. 

Total space of 340,000 square feet 
in the Ambassador, the Biltmore 
Hotel, Brack Shops and Merchandise 
Mart has been reserved for giftware 
displays. 

“In 1935 we had 13 exhibitors at 
our show and 10 years later we had 
300,’ Wilkins said. “Now, 22 years 
since our start, we are expecting over 
550 exhibitors.”’ 

The California Gift Show, a semi- 
annual event, is managed by Trade 
Shows Ltd 


This unique new Regency Catalogue... 


features 





new 
striking 
faces 


Regency offers superior Heliograving* with all 


these advantages: 


*(not to be confused with engraving) 


@ greater sharpness and clarity of letters 

e new effects with superimposed and angled letters 
e joined letters in the most favored scripts 

e@ speedier production for prompt delivery 

e superior craftsmanship at an amazingly low price 
FREE: Completely New Flower Wedding Line Catalogue features:— 


exclusive new scripts ® wide selection of ever-popular styles ® postpaid 
shipment within two days of order @ liberal 50% discount 


For your FREE copy of the new Flower Wedding Line Catalogue, address your request on your business letterhead to: 
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REGENCY THERMOGRAPHERS, 28 West 23 Street, New York 10, N.Y. 
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1958 N.O.F.A. CONVENTION 
March 28, 29, 30 and 31 
Convention Hall, Philadelphia, Pa. 
: You'll like the ‘new look’’ of this excitingly different 
—~ N.O.F.A. Convention-Exhibit. Make your plans now 
: to be on hand for the entire 4-day show. Go ‘“‘window 
292 shopping” on the Boulevard of Style . . . a million 


dollars’ worth of new ideas in office furniture, 
accessories and planning that you can use to good 
advantage. It’s the only show devoted exclusively 
to your needs as a creator of fine offices. Beat the 
crowd. Avoid inconvenience. Mail this Advance 
Registration coupon now. 


Time-saving | Mail it today / 


Advance Registration 


ADVANCE REGISTRATION 
NATIONAL OFFICE FURNITURE ASSOCIATION 
327 South La Salle Street, Chicago 4, Illinois 


Please register me and the following members of my staff for the 
1958 N.O.F.A. Convention in Philadelphia, March 28-31. 











FIRM NAME 





ADDRESS 





CITY ZONE STATE 
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Filing Systems Service 
Director Appointed 

Mary E. Chad- 
wick has joined 
the Oxford Fil- 
ing Supply Co., 
Garden City, N. 
Y., as director of 
systems service. 
She will adminis- 
ter the systems ed- 
ucation and sys- 
tems _ installation 
portion of the Oxford “grass roots” 
sales support program. 

Miss Chadwick will conduct filing 
systems seminars with dealers’ key 
consumer accounts in addition to her 
training activities with dealer person- 
nel. She and her staff will be avail- 
able to dealers for assistance with 
large filing systems installations, 

Before coming to Oxford, she spent 
five years gaining useful experience 
as director of procedures for the Great 
American Insurance Co. 





Miss Chadwick 


All Exhibit Space Taken 
For Miami Gift Show 

All available exhibit space has been 
sold for the Helen Brett Gift Show 
scheduled for Jan. 5-8 in Miami, 
Fla., the show management has an- 
nounced. 

The market will be held in the 
newly constructed Dupont Plaza Center 
in downtown Miami and will be the 
first major event in the new structure 
after its formal opening. 

A Brett spokesman said that every 
exhibit contracted for 
nearly 60 days in advance of the 
show dates even though moving into 
the Plaza provided nearly double the 
previous available space. 

For the first time since its in- 
ception, the Brett show will become 
a “booth type” Facilities in 
the new building were designed for 
trade expositions. 


area was 


event. 


Marketing Techniques 

To Overshadow Production 
Distribution is now being called 

upon to play first violin in the sym- 








829 YORK ST. 





NEW! SELF-SERVICE ISLAND 





FLEXO-SPACE the Sensational Self-Service Island is MAGICALLY increasing Sales 
for thousands of retail merchants. This amazingly low priced island gives you PLUS 
Sales because Self-Service makes it easier for your customers to shop. Every item 
is “easy to see — easy to handle — easy to buy". You'll sell more because you 
can display more. All your merchandise is alive with buying appeal. You can use 
FLEXO-SPACE singly for a promotional Island — or end to end in your main aisle. 
“Tested and Proved" to bring you more business in all departments immediately 
upon use. Use the magic of Self-Service to increase your Sales and Profits. Write 
today for Free Catalog on Self-Service Fixtures. 


Whsle. & Mfg. write for Special Dealer Promotional Prices. 


ADD SALES COMPANY 


FLEXO-SPACE 


GIVES YOU 
ALL THESE FEATURES 


* Self-Service 


Creates additional sales 
Speeds up service 


* Adjustable Shelves 


Display and sell all 
merchandise 


* 300% More Space 


Use only 12% Sq. Ft. of 
floor area. You get 50 
Sq. Ft. of selling space. 


MANITOWOC, WISCONSIN 
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phony of economics. So said Philip 
M. Talbott, president of the U. S. 
Chamber of Commerce, in a recent 
address. Marketing will become more 
and more important as time rolls 
along, he said. 

Mr. Talbott forecasts a 50 percent 
increase in personal consumption of 
goods and services by 1965 if Ameri- 
ca's gross national product reaches a 
predicted $600 billion by that date. 

To mect this tremendous marketing 
challenge, he said, many more kinds 
of stores will be needed, including 
types now unknown, while mass sales 
techniques will become even more 
“the watchword of the day.” 

He stressed that even though today’s 
market seems to be “almost insatiable,”’ 
distributors must look ahead to a time 
when marketing techniques will over- 
shadow production, where emphasis 
lay in the past. 


As a clue to future marketing 
techniques, Mr. Talbott cited the 


volume selling methods introduced by 
supermarkets which he said have 
spread in some measure to department 
stores. 

He also noted ‘the almost fan- 
tastic development of Suburbia” which 
has ‘“‘contributed to a revolution in 
our economic pattern.” 

People sometimes grumble at the 
so-called middleman, Mr. Talbott 
said, without the slightest awareness 
of the service he .enders. Mass dis- 
tribution with mass production has 
time and again served to make com- 
monplace the products which were 
initially in the luxury class. 

Mr. Talbott, who is senior vice 
president and director of Woodward 
& Lothrop, a Washington department 
store, addressed the 29th annual Bos- 
ton Conference on Distribution at the 
Statler Hotel there. 


Brand Names Week 
Scheduled in April 
Brand Names week in 
be observed April 13-20. 
Plans for promoting the week were 
presented by media and manufacturer 
members during a two-day board of 
directors meeting of Brand Names 
Foundation, Inc., in Boston. Henry 
E. Abt, president of the Foundation, 
outlined their current program. 
The official theme in 1958 will be 
“Better Buy by Brand Names — The 
Famous Makers’ Names You Trust.” 


1958 will 
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1957 was an eventful year for Columbia Steel Equipment 
Company. It was a year during which we stressed the im- 
portance of modular furniture. Our Nine-to-Five groups 
became the leader in functional job office furniture. Nine- 
to-Five will be increasingly important to you in 1958 and 
we urge you to think and sell as “office space engineers” for 
better and bigger sales. 

During 1957 the emphasis was on color and even more 
hues have been added so that, going into 1958, we have 13 
different colors with possibilities of more than 150 combi- 
nations in our office furniture and equipment. 

In 1957, we conducted eight important sales clinics high- 
lighted by the All-Women clinic held in June. Appropriately 
called Operation Eve, it was an unqualified success and will 
be repeated during 1958. Sales clinics will occur frequently 
during this new year; remember while you are our guests 
Columbia picks up the tab for all expenses. 

This past year we made structural changes in our com- 
plete line. The Z-bar vertical member added to Columbia’s 
famous horizontal skyscraper construction filing cabinet 
opened up new sales possibilities for you, particularly in 
bidding for closely specified installations. 

The most dramatic and far-reaching event of 1957 was 
our affiliation with Standard Pressed Steel Company in 





open letter to Columbia dealers 


trom Ol Ea kaw 


PRESIDENT 


Jenkintown, Pa. We became a subsidiary of this fast-grow- 
ing company after a long, deliberate study of what it would 
mean to them and to us. We now have the splendid support 
of one of the world’s great metalworking industries. Its en- 
gineering, experience and facilities are at our command and 
the growth factor, so important to a company such as ours, 
is speeded to the point that improvements which might have 
taken years to accomplish are now immediately present. 

A new 53,000 square foot extension has been added to 
our Fort Washington, Pa., facilities giving us a total of 
150,000 square feet for accelerated engineering and manu- 
facturing. We are completing a plant at Santa Ana, Califor- 
nia, for fabricating, assembly and warehousing to better 
serve our important Pacific Coast customers. 

Perhaps the best news for you is this; we expect to be 
shipping a complete chair line by mid-1958. Moderately- 
priced bookcases and mobile desk partitions are recent addi- 
tions to our line; moreover, with our SPS affiliations, we are 
now able to offer a complete line of Hallowell storage cabi- 
nets, Erectomatic shelving and storage walls. 

Our allegiance to you, our loyal dealer organization, will 
continue stronger than ever this year. We firmly believe 
there are wonderful things in the future for all of us. We 
know if you demonstrate, show and sell the broader Colum- 
bia line—things will be great in ’58! 
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Attraction 
since SPUTNIK 


RULERS 


AND YARDSTICKS 


DISPLAYS 





The more they see ’em the 
more you sell. Set up these 














Three types of Senco Displays avail- 
able. One for School Rulers . . . one 
for Office Rulers and the general pur- 
pose Senco Sell-O-Ramo. Write for 
catalog, prices and deal. Buy from 
your nearby jobber. 


SENECA NOVELTY CO., INC. 
Mfrs. of SENCO Rulers and Yardsticks 
52-54-56 MILLER ST. 

SENECA FALLS 6, N. Y. 
for more details circle 149 on last page 
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Dr. Lapp Book 
On Selling Published 

“Successful Selling Strategies’ is 
the title of a book written by Dr. 
Charles L. Lapp, professor of mar- 
keting at Washington University, St. 
Louis, and consulting editor of 
MODERN STATIONER and OFFICE 
EQUIPMENT DEALER. 

Results of a 10-year survey of 
15,000 buyers’ reactions to salesmen 
and selling techniques are covered in 
the 368-page book published by Mc- 
Graw-Hill. 

The volume is a straightforward 
manual of sales techniques for 
everyday use. Included are tech- 
niques for achieving extra sales and 
warnings on how to avoid hidden 
“sales killers’ such as unconscious 
mannerisms or expressions that an- 
noy prospects. 


Pencil Makers Elect 
Association Officers 

Newell A. Augur, president of the 
Wallace Pencil Co., has been elected 
president of the Lead Pencil Manu- 
facturers Association, Inc., succeeding 
Alfred H. Best, president of the 
Richard Best Pencil Co. 

Frank G. Atkinson, president of 
the Joseph Dixon Crucible Co., was 
elected vice president. Clyde T. 
Nissen is executive vice president. 

Others elected include Oscar E. 
Weissenborn of General Pencil Co., 
secretary-treasurer. Directors are W. 
C. Rucker, Commonwealth Cedar Co.; 
William E. Danjczek, L. & S. Hardt- 
muth Co.; R. J. Thal, Eagle Pencil 
Co.; L. M. Brown, Eberhard Faber 
Co.; Merrill Hassenfeld, Empire Pen- 
cil Co.; Richard Lewisohn, Jr., Ameri- 
can Pencil Co.; Lawrence Levine, 
Reliance Pencil Co.; and Mr. Best, 
retiring president of the association. 


Minimum Wage Bill 
Film Made Available 

A film on the possible effects of 
wage and hour legislation on small 
business is available from the U. S. 
Chamber of Commerce. 

Entitled ‘‘Crossroads: Main Street 
and the Minimum Wage,” the film 
suggests that extension of the federal 
wage-hour law to retail, service and 
other businesses could weaken the 
competitive position of small business, 


34 


bring new price increases and cause 
layoffs. 

This theme is dramatized in a 
series of business interviews on a 
typical small town Main Street. The 
film also highlights proposals of the 
major extension bills awaiting action 
by Congress in 1958 and indicates 
some of the sources of support for 
the legislation. 

It is the first documentary type 
film by the Chamber dealing with a 
specific congressional issue. 

The 16-millimeter, 23-minute film 
is in black and white with sound. 
Purchase prints are $55 and rental 
prints are $5 for three days or less. 


Chicago management consultant Edmund A. 
Cyrol exhibits four envelopes, Numbers 634, 
10, 12 and 90, which he recommends be 
made mandatory for first class mailings only. 
He estimates this move for standardization 
by the postoffice would eliminate six manual 
sorts. A key punch at the edge of each en- 
velope would carry all data for proper de- 
livery, he said, and cut the postoffice deficit. 


California Group 
Picks New Director 

New managing director of the 
Stationers Association of Southern 
California is Patrick F. Koughan, who 
heads his own professional and trade 
association management firm. 

Mr. Koughan’s business _ back- 
ground includes experience in sales, 
sales promotion, advertising, public 
relations and trade association man- 
agement. 

Under his direction, the theme of 
the new public relations program of 
the association will be “Buy Your 
Stationery From a Stationer.” Special 
events publicizing this theme are 
planned. 

The new managing director is an 
active member of the American 
Society of Association Executives. He 
is 36, married and an Air Force 
veteran of World War II and the 
Korean War. 
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A big, new executive chair 


value from (G50 











. @ It's a red hot sales item .. . this big, 
comfortable, fully-adjustable COSCO 
posture chair which you can retail for 

ies, $67.95 with full mark-up! And it's backed 
by the largest full-color ad-program in 
“4 COSCO history! Just another big rea- 
a al son why it will pay you to stock and 
¥. feature COSCO, the line that offers you 
more to offer! 
HAMILTON MANUFACTURING CORPORATION 
Model 28-S TA COLUMBUS, INDIANA 
Retails for only $6725 
(Zone 2, $71.95)* | 
° ag ee ims 
im i | | | tie 
dim aim | | a4 \ 
28-TA, $59.95 25-S, $42.95 27-LA, $39.95 23-LD, $19.95 COSCO also offers comparable values in 
($63.95)* ($46.95)* ($43.95)* ($21.95)* chairs, settees, sofas, tables 


"(Zone 2: Texas and 11 western states) 


























VIEWS 
of the NEWS 


Contest Winner Collects. 
Henry McNease, district representative for The Carter's Ink Co., pre- 
sents tickets for an eight-day Pan American West Indies Cruise to 
Miss Helen P. Carden, right. Miss Carden, a medical secretary from 
Knoxville, Tenn., was the grand prize winner in the Carter's ‘Name 
the Kitten’ contest which was held to introduce secretaries to the 
company’s line of ribbons and carbon papers. Mrs. Hazel Morton, who 
will be Miss Carden's traveling companion, looks on. 
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it Came Back. 

Many Dixon Ticonderoga pencils were distributed to Chicago area 
clubs and restaurants prior to the NSOEA convention. The pencils 
were imprinted with, ““NSOEA—Return me to suite 2325 by Wednes- 
day."" The pencil being examined above was returned to the firm's 
suite by an unknown party on the last night of the convention. 
From left to right are: Frank G. Atkinson, Dixon president; D. C, 


McMillin, sales manager, pencil division; and E. M. Raasch, advertis- § 


ing manager. 









Safe And Sound. 


Framed by an expanse of stainless steel, the Mosler Century-16 vault 
doors at the new home office of Mutual Benefit Life Insurance Co. 
present a study in security. The door on the right is 16 inches thick 
and weighs 30,000 pounds. The smaller door, for emergency use, 
weighs 7,000 pounds. 


Jcint Venture. 

Chas. S. Nathan, Inc., New York City office planners and decorators, 
are exhibiting the newest designs in office decor and furniture sup- 
ported by a model wearing Mr. Mort's fashions which are appro- 
priate and in good taste for office wear. The display was in Grand 
Central Terminal during October. 
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wd I’ve found the fastest mailing labels— 
¥- . 

ertis. J economical, easy-to-use 


DUPLISNAPSe! 


Yes!—A Typist, a Typewriter and Duplisnaps 


give your customers a complete addressing 
department at such low cost to them — and 





such big profits for you — that you’ll both 
agree, ‘‘Duplisnaps are your best buy!’’ 


a6) i 7 ei ee il, bal, [em ote 
EUREKA Z 
Dept. SO - Scranton, Pa. 


Makers of Fanfold, Roll and other office labels 
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meyers 


..-You never know what they'll 


eth ata 


use them for next! 


_ LISTO 


MARKING PENCIL 


Zs writes on 
everything: [fiz 
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‘ 
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Listo writes clearly on any surface... * tay fo totes ah 4 
even plastic, glass, cellophane. Small wonder 
it outsells all other marking pencils! Almost 

everybody has some unusual thing to write on. 


And Listo ads say .. . “available at stationery 





stores everywhere.” Stock ’em ! 


Steady repeat business ! 
Listo refills in black, 
red, blue, green, 


LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA yellow, white. 
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NEW PRODUCTS... 
Desk Nameplate 17 


Solid bronze or aluminum, 
showing a leather textured 
background in contrasting 
colors, are offered in the 
new Exec-O-Sign nameplate 
designed by Bronze Marker 
Corp. 

Three inches high and 13 inches long, the desk sign has 
a hand-rubbed walnut base with felt lining. Five styles are 
available 


(Continued from page 12) 





Flu Card 18 


Rust Craft Greeting Card Co. has produced a humorous “get 
well” card designed especially for those stricken by Asiatic flu. 
A cover inscription in Chinese is translated inside, with the post- 
script, “So Solly!” 


Magnetic Chess 19 


Remotrol Co. offers a new 
model of the magnetic chess and 
checker game. Florentine chess 
men hold fast to the board, the 
company says, no matter at 
what angle it is held. Play- 
board is 8 by 8 inches. Tallest 
chess piece is 134 inches. 

A chess and checker game 
combination list at $6.95. The 
chess game alone is $4.95 


















Desk Mover 20 


A simple new device called 
Des-Kart is said to take the 
work and strain out of moving 
heavy desks and similar office 
furniture. According to the 
manufacturer, Geerpres Wring- 
er, Inc., the Des-Kart will 
prove a valuable aid in mov 
ing office equipment when 
cleaning and polishing floors 

It is made up of two identical 
units, each consisting of a 
chrome-plated handle, adjust- 
able handwood support block and heavy-duty ball bearing 
casters. A safety strap is supplied to tie the handles together if 
desired. Rubber strips embedded in the support blocks make 
sure desk stays in place on the Des-Kart 


Blow-up Globe 21 


Inflatable, lami nated 
school globe which stands 
on wrought iron legs is one 
of the 50th anniversary toys 
made by Ideal Toy Corp. A 
20-inch globe is $13; the 
1214-inch globe retails for 
$5. 

Crayon and ballpoint nota- 
tions can easily be wiped 
off, the firm says, and globe 
can be deflated for port- 
ability. 









e Splits Cases and Cuts 
Off Tops Cleaner and 
Quicker! 


om 
Ideal for Making 
Carton Displays 


Can Be Carried in ’ 
Pocket! SS 


room. Made of heavy quality steel, it will stand a life-time of hard use. 
Kutto is now available to you for re-sale purposes . . . contact your 


wholesaler or write us. Postpaid 


each postpaid $1.25 
Wholesale Price, 1 Dozen or more $10.00 per doz. f.o.b. Chicago. 


Snippo 


STRING 
CUTTER 


@ CUT STRING, 











Snippo is the satest string cutter on the market . . 
exposed blade and it is im 


each 





WHOLESALE PRICES, F.O.B. CHICAGO 
1 dozen or more, with 5 extra blades, per dozen 
2 dozen or more, with 5 extra blades, per dozen .. 


Manufacturers of Precision Cutting Tools 
Write for Circulars 


MODERN SPECIALTIES COMPANY 


4301 W. Ogden Ave. Dept. MS. 











Kutto is the handiest tool ever made for the receiving and shipping 


Retail Price, 1 Kutto with blade and 5 extra blades in handle te 





TWINE OR ROPE 
it has no 
ible to cut one’s self. Sturdily con- 
structed of heavy steel and is plated to prevent rusting. Retail price, 

$1.25 





3 dozen or more, with 5 extra blades, per GOZEM ...........ccsssesceseseseeeseeens 8.00 





Chicago 23, Ill. 








REMARKABLE...REVOLUTIONARY 


Exclusive 
Design 


Not one, 


but 
2 QUALITY 
LOCKS! 


Electronically 
welded 
in place 






Full 
2 inch 


Double reinforced P : 
b expansion 


ottom 


EXPAND-A-LOPE The briefcase 


(Trade Mark) with the 2 inch expanding gusset 
WE GUARANTEE WITHOUT RESERVATION that the Ex- 
pand-A-Lope will make obsolete any /ike-appearing item selling 
for up to $20. 
One piece bonded construction with NO WEAK or TENDER SEAMS. 
No Skimping . . . No Cardboard . . . No Tricks . . . all solid 
quality material, extra thick 42 gauge virgin vinyl! Double 
reinforced bottom. 

DO NOT CONFUSE EXPAND-A-LOPES with chain store 
type goods or comparably priced domestic or imported items!! 
SIZE: 152 inch x 11¥ inch; legal file folder enclosed. 

DEALERS’ NET PRICE: — $18.00 doz. 
QUANTITY DISCOUNTS: — 5% on 6 doz.; 10% on 12 doz. 
COLORS: Seal Brown, Jet Black, Luggage Tan 
SHIPPING WEIGHT: 15 Ibs. per doz. 
Order a trial dozen today... 
Your satisfaction guaranteed! 


SEE YOUR JOBBER or WRITE TODAY. 
ANGLER’S COQ. 45-22 162nd st., Flushing 58, N. Y. 


a 
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Last year, 30% of our Mother's Day business 


was from brand new Volland dealers! Proof! 
Volland is America's fastest growing greet- 


ing card publisher. 





Last year, 29% of our Father's Day business 


was from brand new Volland dealers! Proof! 
Volland is America's fastest growing greet- 
ing card publisher. 


VOLLAND IS GROWING 
MAY Wer HELP YOu GROW To0? 


IC To us 
wy ge rll 
(ph volland 
greeting 
8 RICHARDS STREET, JOLIET, ILL. cards 
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"GSRASERSTIK, 


A Profit Beauty to 





warm your heart 


























TIK (CALLSER) 





It makes a stationer’s 

salesman feel good when 
he says, “Of course you'll 
want some ERASERSTIKS” — 
and the answer is “Oh sure, 
the way they use ’em around 
here I think they must eat ’em.” 








GRASERS 





No, they don’t eat ’em. It’s 
just that no self-respecting Secre- 
tary or Typist would be without 
one. She’d rather give up her 
lipstick than her ERASERSTIK. 
Because this white-polished 
beauty flicks away mistakes in a 
flash, erases without a trace. 


AW.FABER 


nc RRR ent 





ne 


ee 


AW. Faber GRASERSTIK 


ere 


Make no mistake—your cus- 
tomers want the “white” ERASER- : 
ST1K. Try selling ‘em one of a 
those Johnny-come-latelies in a 
different color and see what 
happens. 
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There’s a barrel of profit for 
you in A.W.FABER, the original 
and best-selling ERASERSTIK — 
easy profits — quick profits “a 
sure profits. XT) | 








ee ee 





What are you waiting for? 










| A.W.FABER— CASTELL 
PENCIL CO., INC. NEWARK 3, N. J. 
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WITH... 


CRAFTINT-DEVOE TEMPERA 
SHOW CARD COLORS! 


Bigger and better than ever! That’s what 

the Craftint Tempera Show Card Color line is! 
That’s what your sales and profits will be! 
Get on the Craftint bandwagon .. . 

and cash in on our super-advertising program 
.. . Every set attractively packaged to move 
itself from your shelf! Craftint-Devoe Show 
Card and Spectrum Colors add that 

extra ingredient that makes for a better poster, 
a finer showcard, a more brilliant drawing. 
Craftint-Devoe colors are POSTER- 
PERFECT! Available in 38 perfect-matched 
colors in sizes ranging. from the one-ounce 

jar to the gallon size. Also inthe following 3 sets: 


No. 6 Tempera Show Card Assortment, 
: : 6 colors 

No. 12 Tempera Show Card Assortment, 
12 colors 


“16” Color Wheel Set, - 
16 spectrum colors 


Perfect for the professional or amateur artist... 


‘They ats _7 een... SELL! 
- WRITE, WIRE or PHONE 





a o rattint 


THE CRAFTINT MFG. COMPANY 


NEW YORK + CLEVELAND «© CHICAGO 
Main Office 
1615 Collamer Ave. Cleveland 10, Ohio 
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Office Stand 22 


Maso business machine stand, made 
by Interstate Metal Products Co., can 
be raised to casters for moving or 
lowered to stationary rubber feet by 
means of an improved 
trol pedal. 

Heavy-duty 
available in 
arms lock when 
touch of fingertips 


heel-toe” con- 


stand has 
four 


plastic top 
Drop leaf 
release by 


colors 





raised, 


Adjustable Lamp 23 
a) ~ 


| 
ia, ~ 


Lamp movement in four different 
providing complete freedom in choice of 
positions and height adjustments, is of- 
in the new Berko-Lite, made by J. 
A. Berko Manufacturing Co. 

The hood 36 to 56 inches 
and has 14-inch translucent diffuser to soft- 
en the two-bulb illumination. Shades come 
in 12 colors; the stem is available in brass 
or copper finish. On-off switch is located 
on the heavy 11-inch base. 


arcs, 


fered 


raises from 


eo 


Tracing Unit 


Porta-Trace is a _ lightweight, il- 
luminated portable tracing unit now 
offered by the Ozalid Division of 
General Aniline and Film Corp. It 
has a shatter-proof opal plexiglas top 
which gives maximum light diffusion 
with a minimum of glare, the com- 
pany says. 

The unit can be used for drafting, 
photographic work or reproduction. 
Rubber feet hold it in position, even at an angle. Flush top 


permits use with drawings that are larger than the unit, 
which comes in three sizes. When not in use, the Porta-Trace 
can be stored on end like a book. 


Floor Duct 25 


A new rubber duct called 
Electriduct has been announced 
by Ideas, Inc., as a means of 
avoiding serious accidents 
caused by tripping over wiring, 
hoses or tubing on office floors. 
It's claimed to be noiseless, 
stumble-proof, and no obstacle 
to the casters on heavy equip- 
ment 

The duct is available in two 
forms. One is a complete ex- 
In the other form, fittings 
are available for special outlet arrangements 


tension cord wired for heavy duty 


Storage Cabinets 26 
Penco Metal Products Division 
of Alan Wood 


nounces a line of steel cabinets 


Steel Co. an- 


featuring chrome door handles 


three-point security latching 


no-sag doors and _ adjustable 
shelves 
The Penco line 


age cabinets, wardrobe cabinets, 


includes stor- 


counter-height 
tool 


desk-height or 


utility cabinets and room cabinets. 
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JUST DO THE BILLING — 


WE'LL DROP SHIP 
<2 _USING YOUR LABELS, 



















e | 
ha 
| ALL THE DOLIN STEEL 
, | 
23 | TRANSFER FILES 
. 
: S YOUR CUSTOMERS NEED 
arcs, 
e of 
a , Re @ 
vs AT TRANSFER TIME 
aches We make it easy for you to sell your share of the thousands of 
soft- | DOLIN STEEL TRANSFER FILES sold during the year end records 
come | transfer time. There’s no need for you to handle or reship 
brass | stock or maintain an inventory. We'll drop ship direct to your 
cated customer, using your labels — af no extra charge! For extra 
‘ profits and clean, quick sales, see your customers today and 
insure delivery in time for the records transfer rush. 
| 3 
| 
| 
| LINES 
Six or sixty, no one can | 
resist the urge to try their | 
hand at Textile or Dek- o Se 
All painting! And these G300"s 
‘ _ are the colors and sets they WITH 
ask for — time after time! 45 
NYLON GLIDES 
ace ONLY PRANG has the basic STOCK 
range of colors from which 
all tints and shades are 
easily made! SIZES 
ONLY PRANG has the pcr- | wit BALL-BEARING ROLLERS 
ma-tizing extendor which 
guarantees maximum wash- ens 
ee fastness and lightfastness. FRONT OFFICE LOOK "500"'s 
8: WITH EASY ACTION ROLLERS 
ss, fy Nationally advertised for 
acle consistent over-the-counter "A SIZE TO FIT 
Be sales! 
EVERY RECORD" 
two | 
s DEK-ALL ¥ 
yer # PRICED TO MEET YOUR 
and | DIRECT SELLING COMPETITION! 
26 | TEXTILE | 7 7 
‘The Most Complete Variety of Styles and Sizes 
COLORS |available through the dealer. There’s a DOLIN 
engineered file for your customer's every require- 
1 iment. 45 STOCK SIZES in 3 DIFFERENT STYLES— 
‘ Complete kits brightly packaged, carries Good | a size for every record form. 


Housekeeping Seal. Attractively priced. W rite for WRITE FOR DESCRIPTIVE LITERATURE 
new sales helps today! Dept. MS-60. | 


- | BENS METAL PRODUCTS, Inc. 
ee CRAYON COMPANY Stamens AVE., BROOKLYN 16, N. Y. 
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MORE 
PEOPLE 
BUY 


MARKING DEVICES 





LOUIS MELIND COMPANY © 3524 NORTH CLARK STREET © CHICAGO 43 
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Surpasses 
Them 
All 


er your 
trial dozen 
costs you 


nothing! 





memri-mate DELUXE MEMO PAD SET 


Better for quality, originality, 
beauty, profits. Competitive pro- 
ducts were thoroughly analyzed 
before Memri-Mates were created 


with deep gold tooling effect 
achieved by our exclusive 
“Quiltone” process. Pad cover 
of luxurious Spanish crush grain 


to surpass them! vinyl. Matching golden pencil. 
Decorative color panels of beau- Covers in beautiful assorted 
tiful design are triple colored, colors. 


3 POPULAR SIZES — INDIVIDUALLY BOXED 
Pad set consists of cover, pad, and pencil 
Cover size Dealers’ net price 


No. 30—31/.” x 33,”—(300 sheets) 4.32 doz. 
No. 31—41/," x 51/4”——(250 sheets) 5.76 doz. 
No. 32—6"” x9” —(300 sheets) 13.20 doz. 


Extra quantity discounts: 5% on 6 doz., 10% on 12 doz. 
Order a trial dozen today .. . 
Your satisfaction guaranteed! 


ANGLER’S CO. 
45-22 162nd Street, Flushing 58, N. Y. 
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Floor Safes 27 


Sentry safes, introduced for 1958 by 
John D. Brush & Co., feature a num- 
ber of mechanical and styling ad- 
vances. According to the manufac. 
turer, Sentry is the lowest priced safe 
of any kind to carry the Underwriters’ 
label. 

New features listed by the company 
are a bank-type lock bar, new heat- 
seal closure, a cam-type locking 
handle and improved insulation. 





Washable Crayon 28 
Art Crayon Co. has announced a 
new Sargent “Wash Off” crayon line, 
guaranteed to wash off any washable 
surface. 
They're packaged in boxes of 8, 16, 
24 and 48, with suggested retail prices 


of 10, 20, 30 and 70 cents respectively 
Desk-Top Laminator 29 
A desk-top machine that pro- 
tects and preserves important 
papers has been unveiled by 
American Photocopy Equipment 


Co. Known as the Apeco “Ply-On” 
Laminator, it completely encases 
either or both sides of an original 
copy with thin, pliable sheets of 
transparent plastic film. Retail 
price will be $275. 

The full operation 
than 10 seconds. A letter-size paper 
can be laminated for five cents, one side for two and one-half 
cents. The machine weighs less than 30 pounds and is activated 
either by push button or foot pedal. It takes material up to 11 
inches wide. 














ee 


takes less i 


ei creeper >< 
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Steel Office Suite - 30 
Western Manufacturing : 
Co. has added the ‘“Execu- i aI 
tive Suite’’ of steel office wf 
equipment to its line of 1 






wf 
i 


prestige furnishings 
The desk features a 78 
by 39 inch free-form con- 


ference top and 


back panel. 


perforated 
Matching cre- 


denza and telephone stand 
contain storage compart- 
ments with locking doors 
and magnetic catches 
i] . 
Traveler's Aid 31 


A route marker with an attached 
gauge for computing mileage pro- 
jections is being put out for $5 by 
Dri-Flo Mfg. Co. 


The marker produces bold, 
transparent lines with a light 
colored, non-penetrating ink. Re- 


filling is similar to refueling a 
pocket lighter. The gauge is cali- 
brated in both inches and cen- 
timeters for translation into 
American miles or European kilo- 
meters. The reverse side of the gauge contains a magnetic com- 
pass. 





ce 
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Purking meter and traffic violation envelopes are 
currently being featured by the Justrite envelope 


companies of St. Paul and Atlanta. 


Furnished in 3 functional styles, these popular en- 
velopes are tailor made for any traffic department's 
requirements. They open up new avenues for in- 


creasing your sales and profits. 


Styles 1 and 2 are specially designed for cities using 
the Traf-O-Teria or Fine-O-Meter fine box systems. 
They come in the standard size of 3”x7” in yellow 
waterproof and red kraft stocks . . . complete with 


carbonized sheets, ready for printing and binding. 


No carbon sheets are required in Justrite’s Style 3 
violation envelope. It’s furnished in white stock and 
measures 3!/9”x51/.” with an additional 43/4,” for its 
extended flap. This flap is removed by the traffic 
officer; the violator uses the envelope for remitting 


the penalty. 


Get in on your share of this fast growing market. 
Write either Justrite factory for samples and prices 
of these and other items in Justrite’s complete line of 


standard and specialty envelope products. 


Two Modern JUSTRITE Factories 


Just 


. NORTHERN STATES ENVELOPE CO. 
300 East Fourth Street e@ Saint Paul 1, Minnesota 


JUSTRITE ENVELOPE MFG. CO., INC. 
523 Stewart Avenue, S.W. ° Atlanta, Georgia 
Sold for Resale Only 
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STOP! 





America’s most complete line of ... 


e DRAWING SETS 


e DRAFTING INSTRUMENTS e DRAWING EQUIPMENT 


e DESIGNING AIDS 


EARN UP TO 50% PROFITS 


Here’s QUALITY merchandise for engineers, draftsmen, 


LOOK! 





SELL! 


e DRAFTING MATERIALS 


e MEASURING DEVICES 


architects, designers, students, etc. . . 


at DOWN-TO- 


EARTH PRICES! Line-up with Alvin — sales stimulating, 
sure-fire traffic and profit builders. 


No. 5013D - FREE Counter Display, 
with 12 Alvin Mechanical Lead Holders. 
Pocket size, featherweight-push but- 
ton design with finger-tip control. A 
real sales stimulator! 


No. 5012D - FREE Counter Display 
contains 12 lead holders H, 2H and 
4H having 2 ea. with clip and 2 ea. 
w/o clip of ea. A traffic stopper. 





No. 5000D - FREE Counter Display 
with 12 Alvin Precision Lead Pointers. 
Four knife-edge blades -assures a per- 
fect true point every time. A sure bus- 
iness builder! 














No. 5018D FREE Counter Display 
with 24 tubes of refill leads. 12 leads 
to a tube. A choice top grade refill 
drawing lead of superior quality and 
strength. A real sales leader. 






NE NENG < o10 < xtmarnars SSO VOU COG. ices cise 
IIIS 6. 6'5-.0's o weeeis 6.60 Your prefft:..... 2.002. 7.60 


THE ABOVE DISPLAYS ARE SUBJECT TO A 40% DISCOUNT. AN ADDI- 
TIONAL 10% WITH EVERY ORDER OF 3 ASSORTED DISPLAYS. 


ERE: GIANT - NEW 2 
© 


1958 ALVIN 
84 pages — fully illustrated showing Alvin's 


CATALOG 
complete line. 1001 quality items at the right 
price. Orders promptly filled. Also an ideal 
sales tool. 





“QUALITY AT THE RIGHT PRICE” 


ALVIN & COMPANY, INC. 


Windsor, Connecticut 





ALVIN & COMPANY, INC. Windsor, Connecticut 


Please send me the following items which | have checked below. 





C) FREE 84 Page Catalog 0 FREE folder showing Alvin's complete line of 


Sales Aids. 


0 Ne. 5013D 0 Ne. 5000D 0 No. 5012D 0 No. 5018D 
© Information on FREE imprinted envelope stuffers on above items. 


Name 





Title 





Company 


Address 





Zone —— State 
































wOTA OFFICE KNIFE 


#119 
$1.00 
Also penholders, lead holders, 

carton openers, marking pencils. At pro- 
gressive dealers everywhere. Write today for 
free illustrated catalog! 


GRIFFIN MANUFACTURING CO. 


193 LYNDHURST ST. ROCHESTER, NEW YORK 
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BEST-TEST is nationally advertised 
and nationally used for every past- 
ing and mounting purpose — it 
makes pasting a pleasure! 

BEST-TEST is clean — speedily ap- 
plied — will not curl, shrink or 
wrinkle paper. Stocked by leading 


distributors everywhere. 


UNION 
RUBBER & 
ASBESTOS CO! 
TRENTON, 


BESTEST 

iy) RUBBER Pay one 

“AP; PER CEMENT 
pred 














Outeells -bll/ 


MORE STOCK TURNS 
PER YEAR WITH 








* 


Snap-On Cord Coiler 
We guarantee: If they’re 
Be in sight, they’ll sell! 


HUFF CO., Maritime Bidg., Seattle 4, Wash. 


in Canada: Huff Canadian Sales Co. 
1043 G ille St., V , B.C 


ORDER FROM YOUR WHOLESALER 
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THE PREFERRED DAILY AT THE 
CHICAGO CONVENTION 


THE MODERN STATIONER CONVENTION 
DAILY 


STOP BY AND VISIT US IN OUR SUITE 
AT THE CONVENTION 


DAVIDSON PUBLISHING COMPANY 


250 Fifth Avenue, New York 1, New York 
221 North LaSalle, Chicago 1, Illinois 
405 East Superior Street, Duluth 2, Minnesota 











Measuring Blade 32 


A 10-foot measuring blade, the 
C-Thru Foreman, is being mar- 
keted by the C-Thru Ruler Co. 

The blade is self locking and 
will not retract while in use. The 
front face includes a conversion 
scale and on the back face are 
architectural scales 


Typewriter Case 





movable portfolio. With typewriter removed, it can double as 


a regular case. 


Solo Bridge 34 


Heines Publishing Co. is dis- 


tributing a new 


at $2.95. 


Solo Bridge is designed for 


Goren Bridge 
Aid called Solo Bridge to retail 


33 

Portable typewriter attache 
case, designed for the Olivetti 
Lettera 22, will retail for ap- 
proximately $25. With 


15 pounds. 

Made of Leatherhyde plastic 
over a plywood frame, the case 
includes elastic straps for pens, 
pencils and erasers and a re- 


type- &@ 
writer included, it weighs only § 


one, two or more players. It 
contains 36 deals prepared by 
Charles H. Goren complete 
with a detailed analysis of bid- 
ding and play of each hand 





Adjustable Chair 35 


A new Cosco posture chair made by 
Hamilton 


Manufacturing Co. boasts 


seven comfort adjustments 

Three regulate the height, depth and 
slope of the seat. Another two de- 
termine the height and angle of the 
backrest 
the tension of recessed spring actions 
tilting the seat and tilting the back 


The 


remaining two are for 




















Card Rack 36 fete 
A revolving, two-sided card rack is of- r 
fered by Stanley Greetings, Inc., for high =7 
traffic store locations. Tal ate 
Made of black peg board and slim rods, aah 
pe 2 


it occupies 4 square feet and can hold up to 





100 cards. Cards can be seen without being 


removed from the rack 


Coaster-Ash Tray 





MODERN 


37 


A beverage coaster and ash tray 
combination in pastel colors or 
metallic finish is offered in sets 
of four by J & R Tool & Mfg. 
Co. 

Each tray, called Bev-Rage 
Butler, consists of two cuplike 
parts. Set of four is priced at 
$1.49 retail. 


STATIONER, JANUARY, 1958 
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Instant File 


i 








38 

This personal index file, call- 
ed Peek, is a flat, embossed 
folder measuring about 9 by 6 
inches. It opens to 
vertical rows, 


reveal 
with 12 
pockets to hold any 3 by 5 card 
or note. Top line of each card 
is always visible 
It's 


two 


each 


Peel 


recommended by 


Products for home or office use, and it retails for $1 


Color in Bookcases 


Pastel colored interiors are being of- 
fered in sectional bookcases by Nucraft 
walnut 
tionals have interiors finished in a choice 
of flame red, citron yellow, sky blue or 
carnation pink shades of balanced colors 


Furniture Co. The 


to permit mixing or 
sections. 


Display Unit 





Desk Set Display 


A tiered counter display pro- 
vides compact showing of four 





of Sheaffer's new cartridge-pen 


desk 


sets. 


The display, which measures 
12 by 9 inches at the base and 
is 14 inches high, is supplied 


on a merchandise deal 


Marking Instrument 


hae 





Compact Recorder 


Gray Manufacturing Co. is pro- 


ducing a_ portable, 
tape recorder 
three pounds. 


weighing 


The battery-operated “Voice Cam- 
era” is small enough to be car- 
ried in an overcoat pocket. It will 
record for a full hour on one tape, 
the company states, and the ampli- 
fier section for playbacks employs 


transistors, no tubes. 


46 


solid 


matching separate 


A  felt-tip 
been 
Denison 
casional 
bold 
cents. 

The 
markers 
eight ink colors. The ink, it says 
is an instant-drying odorless fluid which will adhere to metal 
glass, plastic, leather, rubber, fabric, wood and paper 





self-contained 


39 


$ec- 








40 


A counter-top display unit to 
show personal leather goods at 
eye-level has been introduced by 
Rolfs after a survey of self-serv- 
ice Cases. 

A four-sided revolving unit 
permits display of four different 
groups at one time. It is 17 
inchs square at the base and 12 
inches high. 


SHEAFFER'S 





42 


Cado-marker has 
introduced by 
Mfg. Co. 
user of an 
marker. 


Cushman & 
for the o« 
inexpensive 
It is priced at 79 


the 


choice of 


company 
come 


Says 


with a 


plastic 


43 


than 
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Trowel Time ... 


THEY'LL WANT TO RECORD IT 


Menctabl Mealy 
oy falad 








Whether your customers go 
by air, car, rail, or sea there 
is a specially designed Ward's 
book for them. If they do not 
get one as a gift they'll buy 
for themselves. 


Plenty of journal space for 
daily records of places visited, 
weather, where they dined, 
and other priceless memories 
of their wanderings as well as 
address pages for new friends 
met, autographs, trip high- 
lights, outline maps, and the 
ever important cash account 
pages. 


Ward's books are made in 
several types, one has special 
information section for air 
travellers, another is designed 
for ship travel. Still another 
is beamed at travel in this 
country, the West Indies, 
Mexico, and South America. 
Then there is a type that in- 
cludes an album section for 
their own pictures. 


Ward's offer the largest va- 
riety on the market, at a com- 
plete range of prices, and all 
are completely made in our 
own bindery under controlled 
supervision. 


G 


For detailed information write 
for our new catalog. 


SAMUEL WARD 


MANUFACTURING COMPANY 
29-37 MELCHER STREET, BOSTON 10, MASS. 
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Check These SCHWAB Features 


Insulated, fortified 


Each drawer a 
separate safe 


Finger tip opera- 
tion 


General lock and 
individual drawer 
latches 


Office gray or 
standard green 


Fire tested at 
1,700 degrees, 
Underwriters 

approval 


The Schwab Safe ieee 


LAFAYETTE INDIANA 
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GENERAL BIRTHDAY 
RELATIVE BIRTHDAY 








everything BELATED BIRTHDAY 
gi Py ANNIVERSARY 
from <a to Gays ; BIRTH 
SS CONGRATULATIONS 
in the country’s fastest-growing CONVALESCENT 
: ENGAGEMENT 
: CHRISTMAS 
of modern 15c greeting cards 
©) 5) 
e/g 
hf 
Winner 
| in the 4th 
National 
Lithographic 
Awards 
co m pe ti1f10n 


ENCORES, INC. 3280 Broadway, New York 27. AU 3-6100 


SHOWROOM 225 Fifth Avenue, Rm. 621, New York. MU'6-8932 P " 


AND NOW—Exciting, new 25c cards! 


a 
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PROM TIME 





| New Paper Art Ensemble Scores 


| First With Graduation Parties! 


Black and Gold on White 
accents any color scheme 


| @ From grade school grads to Senior 
Proms—and college social whirl—life 
everywhere has become a round of 
“graduation” parties! Lead with this dis- 
| tinctive flair that adds so much to “grow- 
ing-up” memories! 


| ; Paper Art Company, Inc. + 26 yrs. in America’s finest stores 
| | 3500 North Arlington Avenve, Indianapolis 18, Indiana 


@ Please send your new 1958 Paper Party Goods Catalog: 


Store Name... 





Address 





State 





ae Rie ene 
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Non-roll Crayons 





Vinyl Binders 


and prong binders has been introduc- 
ed by the C. E. 


inch sheets, the new Cesco binder is 
offered with flexible or stiff covers 
in two grades of vinyl and in a wide 
Vi 


Chalkboard Cleaner 





a4 


A line of hexagon shaped 
Color-Craft crayons is featured by 
the Advance Crayon & Color 
Corp. for home, school and art 
studio use. 

They are available in boxes of 
8, 16, 24 or 48. The hexagon 
shape is said to provide a firm 
yet comfortable grip, and pre- 
vent crayons from rolling. 


45 


A new line of vinyl plastic ring 


Sheppard Co. 
Made to accommodate 11 by 81/)- 


ariety of colors. 





46 
chalkboard 


in 


idea 
is described by The 


A new 
cleaning 
American Crayon Co. in in- 
troducing two new items, Hyga- 
Burro and Hyga-Curry. 

The Hyga-Burro consists of 
a strip of porous-type rubber 
on a stabilizing board. The 
company says it not only erases, 


but also cleans the chalkboard. The accompanying Hyga-Curry 
strip is used to clean right at the board without pounding. 
The Hyga-Curry, in turn, can be cleaned merely by rinsing it 
in clear water. 


Portable Air Conditioner 


47 

A 59-pound portable room air 

. conditioner, smaller than the aver. 

age portable TV set, has been an- 

‘s nounced for 1958 by Mitchell 
Manufacturing Co 

‘ Special snap-in panels permit 

quick and easy installation in regu- 

| 2 lation and casement windows with- 

out special permanent equipment. 

Dimensions of the Mitchell Tru 

Portable are 16 by 15 by 12 inches. It has a built-in carrying 

handle. 





Sputnik Paperweight 

Solar-powered spinning vanes take 
the paperweight out of the “dead- 
weight” class in the Sputnik Radio- 
meter Paperweight distributed by The 
Windsor Co. to retail at $2. 


48 


The maker says direct sunlight 
causes vanes to rotate up to 1,000- 
rpm and it will operate at slower 


speeds from lamps, daylight or even 
the glow of a lighted cigaret. Glass 
base and globe are 3 inches in 
diameter; entire unit is just under 6 
inches high. 








jeer eenaseeseseeaeeee= 






HIGGINS 


mY ERS 
BECOME: 
BUYERS! 


@ The compelling power of this Higgins stand 
sets the stage for the customer to sell himself. 
You make the most sales with the least effort. 
@ The stand places the whole line within the 
customer’s reach and overcomes single purchase 
thinking. Urges impulse buying too, since 
it’s always on the job selling people who come into 
your store to buy other items. 

@ Higgins Ink in your stock is like money in 
your cash register. Sure to sell—and NOW 

faster than ever. 


228 units sell for $117.20 list 





HIGGINS ink co. inc. 


271 9th Street, Brooklyn 15, N.Y. 


CAN INDIA ! 


48 
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WORDS OF WISDOM 


Curry 





ding. 1. 
ns i the most useless Oay 
47 of all Is that in which 
nN air E 
wc @ we have not Laughed” 
tchell : SEBASTIEN R. N. CHAMFORT 
ermit 
regu- Over 7,000 dealers throughout the United 
a States have proven their wisdom by stocking 
Tru SPHINX TYPEWRITER PAPERS — truly 
yng ey a great leader in the stationery field... A 
paper for every office need! 
48 



























SAXON 


PAPER CORPORATION 
240 West 18th Street * New York 11, N. Y. 
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in 
2 al CARBON PAPERS 
and TYPEWRITER RIBBONS 


White 


is the RIGHT line 
to feature 


Top profit for you is assured 
because the name WRITE 
guarantees top quality and 
top performance for your 
customers. 
Easy-to-handle WRITE carbon papers 
make more copies, make cleaner carbons, 
and are more economical to use. 
WRITE typewriter ribbons produce clear- 
est, crisp, uniformly sharp letter — and last 
a long time, too. 
Make certain of your repeat sales and cus- 
tomer satisfaction by featuring this sales- 
boosting line. 

“When it’s WRITE it’s RIGHT.” 


Promptest deliveries, always. Send 
for samples and discounts today. 




















page WRITE 420 Lexington Ave., New York 17, N. Y. 
all INCORPORATED Factory: Bridgeport, Conn. 
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Gui O fol 


Pat. Pending 


THE HANGING FOLDER WITH ADJUSTABLE 
METAL TAB 


Guide-O-folders increase the speed and accuracy of filing 
and finding. All weight of the folders and contents is sus- 
pended on the steel side frames, eliminating all the pull- 
ing and tugging usually encountered by file clerks in 
filing and finding. Made in 5 sizes—Letter, Legal, Invoice, 
X-ray and LO-FOLDERS for 5 drawer files. The adjust- 
able metal tabs make them readily adaptable to every 
filing system. Send for free sample and the GUSSCO 
complete catalog of filing supplies. 


GUIDE SYSTEM & SUPPLY COMPANY 


335 Canal St., New York 13, N. Y. 
Gussco Sales Inc., 337 Winston St., Los Angeles 13, Calif. 
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Now in oe est 
| easy-to-type 
| sheet form aut 
| for your 
| customers 





for home - office - personal use 
The Avery Kum-Kleen F-Line gives you 
25 of the most popular shapes and sizes 
of Avery Labels in sheet form approx- 
imately 4” x 6”. These self-adhesive 
labels are easy to apply and ready for 
typing, stamping or hand-marking. 
Ideal for general, informative labeling 
...- hundreds of uses in stores, ware- 
houses, factories and offices. 

You'll satisfy all your customers’ label- 
ing needs with this eye-catching line in 
bright new packaging. 





Exactlu right for: 


only a few of © price marking 
the most popular * coding 
uses of Avery © identification 
Kum-Kleen Labels ¢ bin and shelf marking 


¢ visual inventory control 
Send for Sample Sheets and Information. 





| AVERY ADHESIVE LABEL CORP., Dealer Div. 116 
117 Liberty St., New York 6 « 608 S. Dearborn St., Chicago 5 
1616 S. California Ave., Monrovia, Calif. ¢ Offices in other principal cities 


NAME__ —" 
i eeiincinaeninsiaitliesiacaeiic — 
ADDRESS — 
CITY. 8S SSE eee 
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BALL POINT BANDWAGON ... 
(Continued from page 17) 
companies and similar establish- 

ments. 

These firms are looking for gifts 
that will act as a frequent reminder 
of the will last as a reminder 
for a long time, and will be recog- 
nized as a quality gift. A good ball- 
point pen may meet all three of these 
requirements. Tell industrial 
prospect this when you present him 
a sample. 


giver, 


your 


the remodeling of the building to 
meet their needs. The architect's fee 


was 10 percent of reconditioning 


costs. Dortch says his ingenious ar- 
rangements made it money well 
spent. The architect worked in many 


space-saving, labor-saving ideas which 
had not occurred to store personnel. 

Take the art department, for ex- 
ample. It is made up of many small 
articles such as tubes, water colors, 
bottles of ink and brushes. When 
one specific water color or ink tint 


growth made the use of 
three separate storage buildings, de- 
three 


stock had to be replen- 


necessa ry 


manding inventories, 


When 


sepa rate 


store 





In school and office, at the coun- 
ter and at the desk the writing pub- 
lic itself has decided in the past six 
years that ballpoint pens are here to 
stay. They want them and you can 
sell them. 


customer calls for it, the sales lady 
no longer has to send to the ware- 
house stock in the basement to get it. 


THEY MOVED. 
(Continued from page 21) 

store’s entire 16,000 square feet. In 

an emergency, any 


officer or em- 


ployee can buzz another without hav- ment. 

ing to break in on him in person. Another relocation improvement 
When they leased the present area, was in over-all warehousing facili- 

the company had an architect design ties. At the old | location, business 





gives out on the display shelf and a 


Extra storage stock of these art sup- 
plies is in an enclosed warehousing 
compartment just behind the display 
rack. The saleslady just steps in and 
gets the missing item out of stock. 
The stationery department also has 
an adjoining warehousing compart- 


“Oh, alright, Ethel! I'll buy you a box 
of stationery for your birthday!” 











TICKET PUNCHES 















FOR 
EVERY 
PURPOSE 





TAL 


No. 17-33 











Nos. 17, 33—Notches cards, sheets, etc. No. 
17 dies not over 1/4” wide, 5/16” deep; No. 
33. not over 1/2” deen. 
No. 2—For 1/8-1/4” round holes; 1-1/4” 
reacn 
No. 3, 1-1/2" reach & No, 12, 2” reach, same 
style as No. 2. All wi'l take svecial dies. 
Tally Punch — Registers number of punchings to 
ct 999. Punches 1/8", 3/16” or 1/4” round holes — 
also special designs. Same counter available in our 
NOTCHING Nos. 2, 3, 10, 11, 21. W eo ter circulars. , 
PUNCH THE HOGGSON & PETTIS MFG. CO., 141F Brewery St., New Haven, Conn. 


Certain 





Me 


LY PUNCH 
























Optically ground and polished 

glass lenses. The unique green 

metal display stand makes 
e 


No. 735/10 
GROUP 
CONTAINS 






2-242" Readers List * 75 ea. $3.50 
2-3” Readers List 2.25 ec. 4.50 
2-31" Readers List 2.75 ea. 5.50 
2-4" Readers List 3.25 ea. 6.50 
2-44" Readers List 4.50 ea. 9.00 


TOTAL RESALE VALUE $29.00 
One $2.00 Display Stand Free with 
Each Assortment 
PRICE TO DEALER — $17.40 
Open Stocks Available Less 40% 


TESTRITE INSTRUMENT CO., INC. 


135 Monroe St., Newark 5, N. J. 
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BOSTON BLITZES 
BUSINESS MARKET! 


BOSION [fs 
CHAMPION L®_J 


portable sharpener 


4 DECORATIVE COLORS 
green—blue—sand-tone—gray 











Your Champion Portable sales will 
go up because color—to match or 
complement modern office decor— 
has been added, and— 

Boston's on a year-round campaign 
to put a _ champion-performing 
Champion Portable on every mod- 
ern desk! 


C. HOWARDH UJ N T 
PEN CO. Camden 1, N. J. 
- - = for more details circle 134 on last page 
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Rings up a sale every time a cus- 
tomer says “variable number- 
ing.”’ Prints or skips any number 
as many times as desired in a 
progressive series. Sells itself as 
soon as you demonstrate it! 





& CO., Incorporated 


216 Nichols Ave 


Brooklyn 8, N.Y 


‘ 
; <J FORCE 
les Office 


s NEW YORK e CHICAGO e SAN FRANCISCO e« MONTREAL 





numberin g 
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f Par Masnetic Memo 


the family bulletin board 





















| “TACK UP'"’ MEMOS, SHOPPING Lists .°-- — 
magnetically?! 


A novel and practical accessory for the whole family! 
Enamel finish in red, white, turquoise and yellow. 
Big memo roll holds yards of paper . . . takes 
standard adding machine tape refills. Pencil chained 
in place . . . can’t be lost. Includes three smartly- 
styled lifetime magnets. One ideal size (9” x 13”). 


DeLuxe model, copper finish, $3.95 


@ propucrs $2.99 


Division of KETCHAM & McDOUGALL, INC., Box 15, Roseland, N. J. 
| Send for catalog describing complete Pat line: 
| Stamp Keeper « Tape Keeper ¢ ReelRiter « Pin-On Pencil ¢ TelAttach Pencil 
Key Keeper ¢ Rememo ¢ Phone Pad ¢ Magnetic Pencil 
X , 


wes inne 





an 





} 
7 
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uses 





Dealers - Representatives... 


Send for Prices and Literature 
























THEY SELL ON SIGHT..... 


k-tack Xo 


miracle discs 


Si 


Over 100 MILLION will be sold this year. . . 





and 
Stik-Tacks are used in schools, offices, 
anywhere and every- 


no wonder 
retail stores. factories, homes - 
where. They're adhesive on both sides . . . stick to any 
surface . . . completely out of sight whea in use . . . cannot 
harm displayed materials or walls . . . easily removed 
. . . can be used over and over again SEND FOR 
DISCOUNTS, PACKING INFORMATION 
TODAY! 


Retail - folder of 82 discs 25c 


THOMPSON-WINCHESTER CO., INC. 


890 Commonwealth Avenue, Boston, Mass. 


Please send Stik-Ta:k prices and packing infor- 
mation. 


Firm Name 
Street Address 


City - State 


! 
| 
| 
| 
| 
| 
| Attention of 
| 
| 
| 
| 
| 


[] Dealer [] Representative 
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RAIN or 
SHINE... 





PREFER Ed - tne . a 
oe ; 
Ce 


Children’s 
Educational Games 25c 


Ed-U-Cards Mfg. Corp. 


13-05 44th Ave., Long Island City 1, N. Y. 
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Before You 


BUY. 


MONOGRAMMING- 
PERSONALIZING 
MACHINE 


WRITE TODAY FOR 
FULL DETAILS ON 


FREE 2 WEEK 
TRIAL LOAN 





Howard Stamping 
Machine Co. 


4445 W. Belmont Chicago, Ill. 
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ished, sales people had to step out 
in the weather and hotfoot it to the 
detached 

In the location, often-sold 
merchandise is warehoused in a full 
length basement. 
der one roof. To replace an item one 
just goes down a flight of stairs to 
stocks that are and 
easily located. 

The way he arranged heating and 
air conditioning was another of the 
architect's top ideas. The new quarters 
originally consisted of two buildings, 
one behind the other on a big lot 
with 10 feet of open-air 
ground space between them. This 
space was closed in to join the two 
buildings. Inside the newly enclosed 
space were placed the heating and 
air conditioning plants, thus saving 
regular floor space for other use. 

Splicing together two buildings al- 
so solved a phone problem. If the 
buildings had remained separate, the 
store would have had to pay a two- 


warehouse. 
new 


All storage is un- 


well classified 


or 12 


building phone rate. Dortch says 
phone savings alone eventually will 
pay the entire cost of joining the 
buildings. 


Now for the outside arrangement. 
There is parking room for 40 cars. 
In addition to its Church Street front, 
the store has a free parking lot to- 
ward the the 
dering 15th Avenue. 


rear of building bor- 

“In our old 
Dortch, 
all. We 
niture 
cause 
worry 


location,” explained 
“there was no parking at 
missed sales on much fur- 
and bulky merchandise be- 
the customer didn’t want the 
of loading it in his vehicle 
under the hampering restraints of 
traffic regulations. Frequently, when 
a client did buy something, he'd 
leave it and later phone me to have 
it at the front door ready for quick 
loading before a told him to 
move on. When a person buys any- 
thing at the present site he parks in 
the free lot, 
at his leisure and buys more.” 
There is a side entrance into the 
building from the parking lot. A 
customer, after parking, enters this 
side door without walking around. 
Time saved 
stock in and out 
cost-cutting factor. 
Still another big saving is the cof- 
fee shop. It has refrigerator, grill, 
coffee urn and other small kitchen 


cop 


comes in, looks around 


loading warehouse 
has been another 


52 


fixtures. 
breaks and noon lunches as well. In 
the coffee 
doughnuts, packaged sandwich 
lunches, milk and enough other eat. 
ables to make up a noonday lunch, 
Since there are no nearby eating es 


coffee shop are 


tablishments, practigally no employ-§ 


ees now go out to lunch. 

As the store is out of a main shop. 
ping district, very little time is lost 
stepping out to shop. 

When the management got ready 
to relocate, it put on a saturation an- 
nouncement of its move that didn’t 
miss a single client or 
store contained anouncements in box 
letters about the 
A map on the wall showed 
and how to get 
there. Printed notices went out in 
all packages, mailings and 
Announcements came 


car 
change. 
the new location 
State- 


ments. over 


20 radio spots a day and in two pages J 


of newspaper space. 

A three-day grand opening was 
held less than two months after the 
thousand invitations 
brought in 1,200 people. Trimmings 
included Miss Nashville, beauty con- 
test winner, as hostess. 

A local ad agency handled the 
entire campaign of announcing the 
move and arranging the open house 

This management 
tremendous amount of detail 
highly successful move 
just that much more smooth. 


move. Five 


event. freed the 
of a 


and made 


and® 


near-client. | 
For a month before moving, the old 


impending FF 


This saves time on coffee 


Pa ee oe 


i Ee 








a 


Leather Desk Sets 


Pads and Accessories 


Fine 


CATALOGUE NO. 56 
ON REQUEST 


Stationers Specialty Corporation 
19 W. 21st St. New York 10, N. Y. 
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YOU, 
CAN 
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e Ideal 
party 
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®keep 
for h 
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@ retail 


Minin 
3 doz 
per d 


Write 


| 
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Leading stationers and 
big store stationery departments 
get extra sales with... 





cof fee 


ll. Inf 

and 
dwich H H 
et Tutti-Frutt 
funch, 
1g co ot check out su RPRISE 
ploy. counters 
shop. YOU, TOO, 
s los) CAN MAKE 

QUICK PROFITS — 

ready eldeal for “pick-up” gifts, \ 
ni an- party favors, trips 
didn't echock full of hidden toys 


RTT 


‘lient @keep children occupied 





e old for hours 

n box § e@ over 100 models 

nding : e retail for about $1.00 

owed ; 

> &% Minimum order: 

ut inf 3 doz - 

— per rn 7.20 , 

over . 7 i 

Da ges ‘ : * , & oA. is 

Pass Write for details ib Aiived. , 
pe cuaries GREGOR creations. INC. 

r the | 

tical 3763 Derbigny St. Metairie, La. 


nings | °TM Reg. U. S. Pat. Off. 
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letail Lowest-Priced Protection! 
- C SENTRY’ SAFES 
— | Sell for 35% to 50% LESS 
=== than comparable labeled 
or unlabeled safes 
All new SENTRY floor : 
4 safes carry the U.L. one 
} hour 1700° F. fire test and 
2000° F. explosion hazard 
test label—and feature Ver- 
} miculite insulation, all- 
welded construction, built- i 
i ) in 3-number combination ) 
f lock, bank vault type lock { 
t | bar, baked enamel finish. 
E Yet you can sell SENTRYS 
k : for 35% to 50% less and 
: | make your full profit! 
t y SENTRY® ‘rite today for details of 
’ Safe -and-Cabinet how SENTRY helps you 
y j Exclusive! Genuine mahog- Cash-in on the virtually 
3 any, walnut or blond cabinet untapped market for per- 
f conceals safe, makes ahand- sonal safes. 
: some on ing wane, a$ 95 
; ’ base. Cab: 4” x 20” 
yx 20”, Safe, inside: tS” 5 12° SENTRYS 
x 13” (2340 cu. in.) 260 lbs. START AT 
F —— $1199 Standard discount-adv.allow. 
j i 
| JOHN D.BRUSH &CO., Inc. 
567 West Ave., Rochester 11, N. Y. f 
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Just about Everybody’s a Prospect! 
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__ Fits desk drawers or file cabinets— 
| and just about anybody’s pocketbook! 





Drawer model D-40A for 40 keys 
(12” wide, 5” high, 6” deep) 





A window display that will pay and pay and pay! 


From your display windows, Key-drawer will literally sell 
itself — and definitely lead to profitable sales in other units 
of the KE-MASTER System of Key Control. The 
KE-MASTER System is designed throughout to regiment 
keys simply, safely, conveniently. 

Key-drawer is available in three sizes of 40, 80 and 120- 
key capacities, and in crackle-finish colors of modern gray, 
light green and soft tan. With a handle it becomes a portable 
unit. Dummy keys and window 
display card are supplied with 
Key-drawer at no extra cost. 

Displayed in your windows, 
Key-drawer is bound to excite 
interest, and further provide 
you with the opportunity to 
sell Key Boards and Key Cab- 
inets in capacities ranging 
from 60 to 800 keys. 


Cabinet models with Yale locks for up to 800 keys, with card index 











|reoeoeecco-o-- eeiaabedenntaptaianiamiptintis 
CUSHMAN & DENISON ! 
| MANUFACTURING COMPANY ws.) ! 
| 625 EIGHTH AVENUE, NEW YORK 18, NEW YORK | 
| | Please forward complete KE-MASTER Catalog and discount sheets. | 
| | Name_ — = ee | 
| Address. ee | 
| City. Zone State | 
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Never Underestimate 
the Power 
of a Secretary 


Undisputed queen of American busi- 
ness and industry is the office secre- 
tary. You may think she just works 
there, but she often has a lot to say 
about how her office “throne room” 
is supplied and furnished. 

She is the center of communication 
in an ever-expanding and complicated 
world of paper. Until they have passed 
through the hands of the girl with the 
typewriter, the memos, letters, reports 
and creative work which propel the 
machinery of business simply don’t ex- 
ist. 

She and her sisters, numbering more 
than a million and a half, wield tre- 
mendous economic, business and social 
influence. She has money of her own 
to spend, of course, but over and 
above this her opinion exerts influence 





on the spending of millions of dollars 
every year for office equipment 

from paper to posture chairs, from 
paste pots to paint for the office walls 

Her tastes, needs and recommenda- 
tions command attention and when the 
“office queen” speaks, management 
and manufacturers cock an attentive 
ear. Big companies act on her sugges- 
tions. 

Here is a queen that any modern 
stationer and office equipment dealer 
would do well to meet and know. Who 
1S she? 


Fifty years ago the young business woman, 
and there were few of them, went by the 
same name as the tool of her trade. She 
was called a ‘‘type-writer.” Her wants 
through the years have had much to do with 
changing the design, and even the color, of 
this one piece of office equipment. 


Half a century has made a difference. To- 
day the partnership of girl and typewriter 
has become the core of American business 
and industry. Her opinion counts when it 
comes to furnishing an office. 








NOESTING PIN TICKET CO. INC. 
“WVillions Daily” 


MAIN OFFICE AND FACTORY 
728 E. 136th STREET 
NEW YORK 54, N. Y. 


BRANCH FACTORY 
1815 WEST 74th STREET 
CHICAGO 36, ILL. 
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She is the world’s best-dressed, best-groomed business 
woman and she keeps the wheels of business running 
smoothly in the biggest “big business’ country in the 
world. A recent survey of secretaries provides a composite 
picture of the “queen.” 

The median secretary is 29.8 years old and has been 
a secretary for six and one half years. She is well educated. 
Ninety-eight percent of those in the survey attended high 
school, 31 percent college or university, and 45 percent 
secretarial schools. The survey showed that 30 percent 
were married women and 70 percent were not-yet. 

Almost half, 42 percent, work for manufacturing 
companies, while 1] percent are in government fields. 
The remainder work in almost every other field of endeavor, 
from wholesale houses to law offices. 

In most parts of the country the office queen works 
10 hours a week. Two weeks with pay is the standard 
vacation for 71 percent. Only eight percent have less 
vacation time. Eighty-one percent of the secretaries travel on 
their vacations. 

An average yearly expenditure for dresses was con- 
sidered to be $67.60; for shoes, $37.40; for hosiery, 
$18.47; for accessories, $44.17; and for groom aids, $19.49. 

The influence of a million and a half secretaries 
(more than six million if you count all phases of allied 
office work!) cannot be underestimated. And it is an 
influence which started from very small beginnings at the 
turn of the century when just a handful of women were 
pioneering in the business world. That was an era of long, 
dark dresses and dusty offices. 

Today her job horizons are limitless. America’s office 
queen has traveled a long way in prestige and ability since 
1900 and it’s safe to say she’s on the throne to stay! 


MODERN STATIONER, JANUARY, 1958 





























or, of 


. Ten 
writer 
siness 
en it 


ness 


1ing 
the 
ysite 


een 
ted. 
igh 
cent 
cent 


ring 
Ids. 


vor, 


rks 
lard 
less 
| on 


‘on- 
ery, 
49. 
ries 
lied 
an 
the 
vere 
ng, 


fice 
ince 











sage 

















OLD ENOUGH TO KNOW HOW 
..YOUNG ENOUGH TO TRY IT!* 


Old enough to know how to build the most practical 
drafting tables.... 
Young enough to introduce the latest functional innovations 
in drafting room furniture. 





No. 850 ANCOWOOD 

DRAFTING TABLE 

« Spring balance 
height control. 

« Fingertip tilt control. 

e Ample shelf space. 


No. 800 ANCO DELUXE 


FOUR POST DRAFTING TABLE 
The old standby of drafting 
rooms throughout the 

country. 


et 









F No. 602 ANCOBILT 
PEDESTAL DRAFTING TABLE 
The most widely used 
table in drafting room 


WOOD SPECIALTIES, INC. 
71-08 80th Street, Glendale 27, New York 


Write for descriptive literature on 
ANCO equipment for the artist and draftsman. 

















ANCO never deviates from its strict policy 
of selling through dealers only. 
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adding-and-bookkeeping machine 


o1010lo-x 


with features that make sales—with a quality 
that builds profits—a few territories still open 
—"addo-x inc’—300 Park Ave, NY22 





























write to: 


A\UD ULB Us 


























AAUDLLLE US 
AAUD LLB Us 


typewriters with “sales appeal”; perfect touch; 
desirable features—valuable franchises open 
write to:—"addo-x inc’—300 Park Ave, NY22 
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Well Equipped Office -- Not a Luxury 


In the rush of expanding operations 


in the post-war boom, American 
management has let the office lag be- 
hind the plant in both productivity 
and scientific management, says Dus 
Review and Modern Industry. 

But recently management has begun 
to look at the office as a source of 
savings and additions to profit. The 


YES ... there’s ronm 
for more profit 
in your store... 


WITH 


STEEL STORE 
EQUIPMENT 


increased importance of the office is 
pointed up by figures showing that the 
ratio of office workers to production 
workers has been rising at a rapid pace. 
About 15 years ago there were 16 non- 
production workers for every 100 pro- 
duction employees; now there are 28. 
To find 
the 


out how management is 


office more efficient, 


making 





Engineered to take maximum advantage of existing 
store space, SAGINAW CHIEF steel equipment provides 


the extra 


room you need for 


more profits . . . in 


modern, customer-pleasing color and design. 


At your 


convenience, 
Planner show you . . 


have a SAGINAW CHIEF Store 
. free of charge . - how to 


find room for more profit in your store. 


. 
- 
ore 
oo 


Write today for a free 
copy of “‘THE CHIEF 
REASON FOR_IN- 
CREASED SALES.’’ 





77 


54 


SAGINAW ] 


STEEL STORE EQUIPMENT ‘ 
A Division of Saginaw Industries | 
2119 S. Jefferson 


Saginaw 23, Mich. 
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Dun's Review asked 


operations and future expectations. 


The result is a detailed survey of 376 


small and large corporations. 
Here are some of the highlights: 


More electronic computers are in 


use than most management people 


realize, and many companies 
same number or fewer employees than 
a few years ago. 

Some companies keep office equip- 
ment long 
life 


much 


after its useful economic 
while others discard equipment 


too soon. Replacement rates 
on typewriters range from 2 to 17 
ycars. 

Some of the same ideas were cover- 
ed by Ray R. Eppert, executive vice 
president of Burroughs Corp., in a 
talk before the annual mecting of the 
Office Equipment Manufacturers In- 
stitute recently in New York. 

Mr. Eppert noted that there is less 
and less of the old-fashioned thinking 
“that office equipment in some way 
was a luxury, a mere convenience 
which we could get along without.” 

Because of management's new 
look at the office, he said, the need 
for office tools has increased and the 
office equipment industry is growing 
almost twice as fast as the average 
industry. 

“Great though our expansion has 
been,’ Mr. Eppert said, “the office 
equipment industry is not even yet at 
the flood tide of its growth’ because 
the growing ratio of clerical workers 
to production workers is one of man- 


agement’s main concerns. 


management to 
take a searching look at its present 


are 
handling more paper work with the 


fe gee 











“Miss Babcock, bring me a few sheets 
of that heavy typewriter paper.” 
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— are learning that faster turn- 
over is the key to increased prof- 
its. Increased sales do not necessarily 
mean increased profits, nor does buy- 
from miautacturers at 
quantity discounts necessarily bring 
bigger profits. In fact, profits can 
decline in the face of increased sales 


ing direct 


volume and such quantity purchases. 
At the recent NSOEA Management 
Seminar, dealers were told that faster 
turnover is the key to improving the 
deplorably low profit situation in the 
stationery industry. 

WHAT IS TURNOVER? It refers 
to the number of times a dealer turns 
This can be 


over his inventory. 


measured by dividing the dealer's 
annual sales (in terms of his cost of 
the items sold) by his average yearly 
inventory. If total sales (at cost) are 
$400,000, and average inventory is 
$100,000, dividing these sales by the 
inventory figure gives a turnover rate 
of 4.0 for the year. 

If sales increase but the inventory 
increases faster, then the turnover rate 
will decline and also the profit per- 
centage. In 1955 a typical dealer had 
sales of $400,000 with a turnover of 
3.7 and a profit of 4.8 percent. In 
1956 this dealer increased his sales to 
$456,000 — but his turnover dropped 
3.4 and his profit was down to 3.3 
percent. 

To reverse the decline in profits and 
achieve higher profits as are enjoyed 
by retailers in other industries, sta- 
tionery dealers must explore ways to 
achieve a faster turnover rate. A dealer 
may do this in three ways: (1) in- 
crease sales without increasing average 
inventory; (2) reduce inventory with- 
out decreasing sales; (3) both increase 
sales and reduce inventory. 

As faster turnover is the key to 
greater profits for the dealer, so are 
the full services of a service whole- 
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AS I SEE iT 


by Donald Frey 


Secretary-treasurer, Wholesale Stationers’ Association 


saler the key to achieving this. Here 
is why. 

THE SERVICE WHOLESALER 
who keeps constantly in stock the 
items the dealer needs — serves as the 
warehouse for the dealer, permitting 
the dealer to reduce his inventory of 
these items. Wholesaler deliveries will 
be prompter than a manufacturer's and 
the quantities not as large, thus tying 
up less dealer capital and enabling 
a faster turnover of the total inventory 
of those items in the dealer's hands. 

The money not needed by the deal- 
er in buying the smaller quantity of 
an item from the service wholesaler 
can be used by the dealer in buying 
some new, profitable item which also 
has a fast turnover. Here, again, the 
regular services of the service whole 
saler can be invaluable. The 
saler’s salesman is trained to present 
all the most promising items. Profit 
gained from this wider use of the deal- 
er’s capital over a larger number of 
items more than offset the 
quantity discounts achieved in former 
purchases direct from the manufac- 
turer that had produced a slower turn- 
over. Dealers are learning that items 
not turned over are not only lost 
money, but cost them money in wasted 
space, extra clerical time, and so on. 

Service wholesalers are helping 
dealers answer challenging questions 
such as these: How much more profit 
should I be making on my volume? 
How can I reduce my duplicating lines 
and the number of assortments without 
endangering customer service? How 
can I win back the stationery business 
now in the drug and variety stores? 
How can I achieve a balanced stock 
with the graph showing a minimum 
and maximum inventory for each class 
of products in my store? How can I 
get rid of slow moving items? How 
can I cut my reserves 10 percent? 


whole- 


will 





whole- 


Mr. Dealer, your service 
saler’s salesman is trained to counsel 
you wisely in your arriving at the right 
answer for YOU to each of the im- 
portant questions above. Your service 
wholesaler is the key to your faster 
turnover, just as 
the key to your greater profits. He 


faster turnover is 
can guide the dealer on how to reduce 
his inventory and yet increase sales. 

A firm worthy of being called 
“Service Wholesaler of Office Sup- 
plies” 
to dealers and manufacturers: 

(1) It is a firm of trained pecrle 
entirely separated from any other type 
of manufacturing or marketing oper- 


presents five important values 


ation and dedicated to responsible 
wholesaling performance; 

(2) It is a firm operating an ef fi- 
cient warehouse, constantly stocking 
all the items desired by the office 
supply dealer, and enabling prompt 
delivery to such dealer; 

(3) It is a firm that engages, trains, 
and supervises a corps of traveling 
salesmen, calling on dealers of office 
supplies, prepared to sell them all their 
supplies, to advise them on inventory 
controls, and the achieving of the 
fastest possible turnover to enable them 
to earn the greatest profits; 

(4) It is a firm that operates a 
promotional department to back the 
efforts of its traveling salesmen, with 
special emphasis on introducing and 
promoting new lines, offering full 
merchandising programs to retailers, 
and providing packaging advice and 
product counseling for the manufac- 
turer; 

(5) It is a firm that periodically 
invests in and publishes comprehensive 
catalogs, displaying all of the products 
it carries in stock, designed both for 
the use of its salesmen and for the 
benefit of the dealer the 
serving. 


firm is 





CLASSIFIED ADVERTISEMENTS 


Deadline for classified advertisements is the fifteenth of the 2nd month 
preceding the month in which the magazine is issued. RATES 
Minimum Order: $4.50. Names and address are to be included in the count. 
Initials or sets of figures are to be counted as one word. 


: 20c a word. 











HELP WANTED 





SALESMEN WANTED 
For Nationally advertised item now sold 
in Stationery, Toy, Book and Dept. 
Stores. Side lines permitted. Give De- 
tails of territory, trade and present lines 
in application. High commission. Box 171, 
Modern Stationer and Office Equipment 
Dealer, 405 East Superior Street, Duluth 
2, Minnesota. 1-58 





Manufacturer of nationally known quality 
line of albums, diaries, desk accessories, 
etc. desires manufacturers representatives 
on straight commission basis for follow- 
ing (fully protected) territories: (1) Ken- 
tucky, West Virginia, Virginia; (2) Mis- 
souri, Iowa, Minnesota, Dakotas; (3) 

na, New Mexico. Major line for 
men having solid contact with stationers 
and dept. store stat. buyers. Must not 
carry any conflicting line. Box 176, Mod- 
ern Stationer and Office Equipment 
Dealer, 405 East Superior Street, Duluth 
2, Minnesota. 1-58 








“WANTED” 


MANUFACTURERS’ SALES AGENTS 
Now calling on the School Municipal, 
and Stationery Trade to be exclusive 
sales representatives for volume na- 
tionally advertised line of low priced 
ball point pens. Send full details 
about yourself in first letter. 


TOP COMMISSION PAID 
THE ELGIN PEN COMPANY 
212 Mission Street, San Francisco, 
Calif., EXbrook 2-5288 














Manufacturers Rep. to cover open ter- 
ritories consisting of Ohio, Michigan, 
Indiana and also for the South West. 

ng established line for Department 
and Stationery stores. Must be able to 
talk promotions and have experience in 
selling key jobbers. Give references and 
lines now carrying. Box 175, Modern 
Stationer and Office Equipment Dealer, 
405 East Superior Street, Duluth 2, 
Minnesota. 1-58 


SALESMEN WANTED by Manufacturer 
of Plastic Heat Sealed Every day neces- 
sities. Good repeaters, high commission. 
All territories open. Box 172, Modern 
Stationer and Office Equipment Dealer, 
405 East Superior Street, Duluth 2, 
Minnesota. 1-58 





LINES WANTED 





HOT ITEMS WANTED 
Nat'l Sales Organization now calling on 
Stationery, Toy, Book & Dept. Stores 
seeking additional items. Advise details 
in confidence. Box 170, Modern Sta- 
tioner and Office Equipment Dealer, 
405 East Superior Street, Duluth 2, Minne- 
sota. 1-58 





Wanted for California reliable Stationery 
or Allied Lines by established representa- 
tive calling on Department and Stationery 
Stores 25 years. Box 177, odern Sta- 
tioner and Office Equipment Dealer, 405 
East Superior Street, Duluth 2, Minne- 
sota. 2-58 





POSITIONS WANTED 





GREETING CARD ARTIST — _ Free 
lance, — modern flair — all mediums. 
Box 173, Modern Stationer and Office 
Equipment Dealer, 405 East Superior 
Street, Duluth 2, Minnesota 1-58 





ILLUSTRATOR — CHILDREN’S BOOKS 
— Versatile — published work — all 
mediums. Box 174, Modern Stationer 
and Office Equipment Dealer, 405 East 
Superior Street, Duluth 2, Minnesota. 


1-58 





FOR SALE 





Why pay more? Ball point refills, quer. 
anteed and individually packaged. 5.85 
per 100 prepaid. Sample dozen, $100. 
Macleans, 








STEELGRIP CLIPS............ 


Attractively displayed in their new, colorful, modern 
folding boxes, these clips will really sell for you. 

The Regular, or large size, are packed twelve to o 
box; the Junior, or small size, thirty-six to a box. 
Each size is a compact display, in blue and white, 


that will add beauty to your counter. 


Write now for prices. 


Immediate delivery. 


eeeeL. D. Van Valkenburg Company ::: 


HOLYOKE, MASS. 


Quality 


Est. 1896 


Service 





- = = for more details circle 152 on last page 


Box 564, Houma, ——. 
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Jan. 1 — New Year's Day. 
Jan. 18-19 — NOMDA Midwinter Board 


of Directors meeting, Roney Plaza hotel, 
Miami Beach, Fla. 


Jan. 19-24 — California Gift Show, 
Ambassador and Biltmore Hotels, Merch- 
andise Mart, Los Angeles. 


Jan. 20 — WSA Mid-Canadian confer- 
ence, Royal Alexandra Hotel, Winnipeg. 

Jan. 26-29 — Washington Gift Show, 
Hotel Willard, Washington, D. C. 


Feb. 2-13 — Chicago Gift Show, La- 
Salle Hotel and Palmer House, Chicago. 


Feb. 2-5 — 36th annual China, Glass, 
Gift, Jewelry, Toy, Stationery and House- 
wares Show, Civic Auditorium, Sheraton- 
Palace, St. Francis and Sir Francis 
Drake hotels and the Western Merchan- 
dise Mart, San Francisco. 


Feb. 5 — WSA Mid-Western conference, 
Part I, Cleveland Athletic Club, Cleve- 
land. 


Feb. 9-12 — Portland Gift Show, Port- 
land Public Auditorium, Benson and 
Plaza hotels, Portland, Oregon. 


Feb. 14 — Valentine's Day. 


Feb. 14-16 — Texas OMDA annual meet- 
ing, San Antonio, Texas. 

Feb. 16-18 — St. Louis Gift Show, Stat- 
ler hotel, St. Louis, Mo. 


Feb. 16-19 — Seattle Gift Show, Civic 
Auditorium, Olympic and New Wash- 
ington hotels and the Terminal Sales 
building, Seattle, Wash. 


Feb. 16-19 — “Cotton States’ Gift, 
Jewelry & Stationery Show, Peabody 
Hotel, Memphis. 

Feb. 23-25 — Omaha-Midwest Gift Show, 
Paxton hotel, Omaha, Neb. 


Feb. 23-28 — New York Gift Show, 
Hotel New Yorker and Trade Show 
Building, New York City. 

March 2-5 — Wholesale Stationers’ Assn. 
convention and trade show, Hotel New 
Yorker and N. Y. Trade Show Building, 
New York City. 

March 9-11 — Kansas City “Heart of 
America’ Gift Show, Continental hotel, 
Kansas City, Mo. 

March 9-13 — Boston Gift Show, Hotei 
Statler, Boston, Mass. 

March 21-22 — District 5, NSOEA, meet- 
ing, The Greenbrier, White Sulphur 
Springs, W. Va. 

March 28-31 — National Office Furni- 
ture Assn. convention and_ exhibit, 
Bellevue-Stratford Hotel and Convention 
Hall, Philadelphia. 

April 6 — Easter. 
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|ADVERTISED PRODUCTS 


101 Add Sales Company 
fixture — page 32. 


— self-service 
102 Addo-X, Inc. — adding machine, type- 
writer — page 53. 


103 Alvin & Company — drawing and draft- 
ing materials — page 43. 


"104 American Crayon Co., The — painting 
kits — page 41. 

105 American Ribbon and Carbon Co., Inc. 
— typewriter ribbons — page 11. 
106 Anco Wood Specialties Co. — wood 

drafting table — page 53. 
1107 Angler's Company — under-arm brief- 
case — page 38. 
"108 Avery Adhesive Label Corp. — labels 
— page 49 
5109 Brush, John D., & Co., Inc. — safes — 
4 page 52A. 
/110 Bulman Corp., The — store fixtures — 
; page 9. 
111 Burroughs Corp. — office machines, 
carbons, ribbons — page 14. 


112 Columbia Steel Equipment Co. — steel 
office furniture — page 33. 


& 

5113 C-Thru Ruler Co. — rulers, triangles, 
etc. — page 47. 

114 Dazor Mfg. Corp. — desk lamps — 
page 4 

115 Dixon, Joseph, Crucible Company — 
pencils — 3rd cover. 

5116 Dolin Metal Products, Inc. 

: files — page 41. 


— transfer 


117 Eaton Paper Corp. — social stationery — 
- — page 3. 
118 Ed-U-Cards 
page 52. 


1119 Encores, Inc. — greeting cards — page 





Mfg. Corp. — games — 


120 Eureka Specialty Printing Co. — mail- 
ing labels — page 37. 

121 Faber-Castell, A. W., 
" eraser — page 39. 
122 Faber, Eberhard, Pencil Co. — pencils 
Ps — 4th cover. 
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Simply circle the num- 
ber of the product or 
service you would like 
to know more about, 
and drop this card in 
a convenient mailbox. 
No postage is needed. 


123 


124 


125 


126 


127 


128 


129 


about these 


Force, Wm. A. — numbering machines 
— page 51. 


Gibson, C. R., and Co. 
forms — 2nd cover. 


business 


Globe-Wernicke Co. — aluminum chairs 
— page 29. 


Gregor, Charles, Creations, 
novelty toy — page 52A. 


Inc. 


Griffin Mfg. Co. — office knife — page 
44, 


Guide System & Supply Co. — hanging 
folder — page 49. 


Hamilton Manufacturing Corp. 
ecutive chair — page 35. 


— eX- 


Higgins Ink Co., Inc. — dispensing stand 
— page 4 


Hoggson & Pettis Mfg. Co. — ticket 
punches — page 50. 


Howard Stamping Machine Co. — im- 
printing machine — page 52. 
Huff Co. — cord coiler — page 44. 


Hunt, C. Howard, Pen Co. — portable 
pencil sharpener — page 50. 

Lindy Pen Co., Inc. 
— page 28. 


— ball point pen 


Listo Pencil Corp. — marking pencil — 
page 37. 

Little, George F., Mgmt. — New York 
Gift Show — page 6. 

Melind, Louis, Co. — marking devices — 
page 42. 

Modern Specialties Co. — carton, string 
cutters — page 38. 


National Office Furniture 
NOFA show — page 31. 


Northern States Envelope Co. — park- 
ing meter envelopes — page 43. 


Assn. 


Olivetti Corp. of America — business 
machines & typewriters — page 27. 
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Tell-Me-More Dept. 
Please print or 


type information City 


143 


Paper Art Co., Inc. 
— page 47. 


— paper tableware 


144 Cushman and Denison Mfg. Co. — key 


145 


146 


147 


148 


149 


150 


15 


152 


153 


154 


155 


156 


157 


158 


159 


160 


16 


162 


163 


Business Name . 


drawer — page 52A. 

Roberts, Weldon, Rubber Co. — erasers 
— page 25. 

Saxon Paper Corp. — typewriter papers 
— page 49. 

Schwab Safe Co. — insulated file — 
page 47. 

Scripto, Inc. — pen and pencil merchan- 
diser — page 13. 

Seneca Novelty Co., Inc. — rulers, yard- 
sticks — page 34, 

Testrite Instrument Co. — magnifiers — 
page 50. 

Union Rubber & Asbestos Co. — paper 
cement — page 44. 

Van Valkenburg, L. D., Co. — clips — 
page 56. 

Volland, The P. F., 
cards — page 39. 


Ward, Samuel, Mfg. Co. — travel record 
books — page 46. 


Co. — greeting 


Write, Inc. — carbon papers, typewriter 
ribbons — page 49. 

Anglers Company — memo pad set — 
page 42. 

Ketcham and McDougall — 
memo — page 51. 

Craftint Mfg. Co. — show card colors — 
page 40. 


magnetic 


Saginaw Industries Co. 
equipment — page 54. 
Chicago Printed String — gift tie — 
page 52A. 
Thompson-Winchester 
discs — page 51. 


— steel store 


Co. adhesive 


Noesting Pin Ticket Co. — paper clips 
— page 52B. 

Hassenfeld Bros., Inc. 
reinforcements — page 45. 


loose leaf 


Position 
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New Products: 1 3 
| 12 13 15 
23 24 25 27 
35 36 37 39 
47 48 
Advertised Products: 
109 110 

119 120 

129 130 

139 140 

149 150 

159 160 
Note: 


101 
W1 
121 
131 
141 
151 
161 


102 
112 
122 
132 
142 
152 
162 


4 
16 
28 
40 


103 
113 
123 
133 
143 
153 
163 


5 
17 
29 
41 


104 
114 
124 
134 
144 
154 


105 
115 
125 
135 
145 
155 


Inquiries for items not serviced beyond February 15, 1958. 





NEW PRODUCTS 


Masculine Stationery 
Tape-filing System 
Sports Cards 

Pen Demonstrator 
Book Copier 
Earth-Sky Globe 
Cashier Work Station 
Hand-Operated Duplicator 
Addressing Patches 
Automatic Filing 
New Colors for 1959 
Ink Bottle Coaster 
Language Records 
Painting Set 


Dual Purpose Paper 


es 


Slam Valentines 


Desk Nameplate 


Flu Card 


Magnetic Chess 


Desk Mover 


Blow-up Globe 


Office Stand 


Adjustable Lamp 


Tracing Unit 


Floor Duct 


Storage Cabinets 


Floor Safes 


Washable Crayon 


Desk-Top Laminator 


Steel Office Suite 


Traveler's Aid 


- tell me more.. 


about these 


1, ab heey 


Measuring Biade 


Typewriter Case 


Solo Bridge 


Adjustable Chair 


Card Rack 


Coaster-Ash Tray 


Instant File 


Color in Bookcases 


Display Unit 


Desk Set Display 


Marking Instrument 


Compact Recorder 


Non-roll Crayons 


Vinyl Binders 


Chalkboard Cleaner 


Portable Air Conditioner 


Sputnik Paperweight 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 


Postage 
Will be Paid 
by 
Addressee 
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BUSINESS REPLY CARD 


FIRST CLASS PERMIT NO. 665. SEC. 34.9. P.L.&@R.. DULUTH, MINN. 











advertised products 
described in this issue 
use this card, which is 
provided for your con- 
venience. 











TELL-ME-MORE DEPT. 
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Morton Salt uses Dixon Ticonderoga Pencils... 


because they’re “worth their salt” in writing ease and efficiency! 


Food tastes better with Morton salt. And the “the salt of the earth’! If you want this top- 
Morton Salt Company writes better with Dixon __ level, top- profit business— order Ticonderoga 
Ticonderoga pencils. No wonder! Dixon and other best-selling Dixon products now! 

f Ticonderoga pencils have been seasoned by 
many years of manufacturing know-how. They TICONDEROGA 
stay sharp longer— provide easier, smoother, . .. @ famous name in American History 
faster writing! 
Like Morton Salt, many other leading American DIXON TICONDEROGA 
firms consider Dixon Ticonderoga pencils ...«a famous pencil in American Industry 


See Ethan Allen do a national 1388 D +o) N Tie-in with 


selling job for you in 
Leedfen DIXON TICONDEROGA 1388 N22 $ === 
Business Week, Newsweek, a py Pencil Week 


U.S. News & World Report, 71€ ONDER O GA Feb. 24— 
The Saturday Evening Post. Mar. ae 1958 


This package identifies America's favorite writing instrument! 


Pencil Sales Division (TM-1) The Joseph Dixon Crucible Company, Jersey City 3, N. J. 
DIXON PENCIL CO., LTD. Newmarket, Canada 


- - - for more details circle 115 on page 57 














This advertisement in Bi > RDMGem ° | Newsweek | . 


WILL SELL MORE MONGOLS FOR YOU! 


zi 
Trademarks Reg. 


Mongol a “Stays Sharpor Longor! 
Casivr wuling with Loss sharpening. Wytes mow thaw 
16,280 worwls. Popular Pink Pearl Eraser 


-EBERHARD FABER* 


WILKES-BARRE, A. * TORONTO, CANADA 
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OBLOT BALL PEN—"v. i. p.” desk companion of Mongol Pencil For free MONGOL “F” pencil — write in on your company letterhe 
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